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Tear Out This Story 
To Sell 61 Washers 


Show your customers this comparison of 
AHLMA photos and prices to prove that 
washers today cost less but do more than 
they did 10 years ago. see page 8 


Use Sledge Hammers 
... to knock old radio and TV sets out of 


circulation. That’s one way this dealer 
see page 22 


assures new set sales. 


What Happened 
During First Half? 


Now that the phono report is finally in, 
EM Week gives you a complete analysis of 
the whole appliance industry. see page 8 


G-E’s Intercom Bows 


And here’s why G-E figures this new mar- 


ket is ready and ripe. see page 2 


ALSO IN THIS ISSUE 


DATELINE EUROPE 14 
HOW’S BUSINESS? 16 
NEW PRODUCTS 24, 43, 44, 45 


TRENDS AND STOCKS 47, 49 


PUBLISHED WEEKLY by McGraw-Hill Publishing Co. Execu 
tive, Editorial, Circulation and Advertising Offices, 330 W. 42nd 
mre 


St.. New York 36 N.Y. Printed in Chicago, Ill. Second-clas 
postage paid at Chicago, Ill. Subscription price $2 a year. 
Copyright 1960 by McGraw-H Publishing Co. Inc. All right 
reserve 4 


POSTMASTER: Send Form 3579 to Fulfillment Manager, Elect 
Merchandising Week. 330 W 42nd St.. New York 36, N.Y 


At NARDA’s School 


The Dealers 
Talk Back 


Clearly they weren’t happy with the state 
of the industry in 1960. 

In classes at Washington’s American Uni- 
versity, industry leaders and college pro- 
fessors did the talking. After class, the stu- 
dents had their turns—and they said plenty. 

They challenged the recent round of price 
cuts, felt ignored by both manufacturers and 
distributors and wondered if anyone could 
help them but themselves. 


Harry Price of Norfolk, Va., spelled out an 
answer to that last question in his final-day 
speech. 

“This industry is sick,” veteran Price told 
the school. “And nobody can get us out of 
this valley of despair except our own per- 
sonal performance and our own personal 
dedication to trying to make this a better 
business. 

“The problem is universally ours. It be- 
longs to all of us.” 


Some dealers weren’t so sure about that. 
Much of the blame for the industry’s sick- 
ness, they felt, could be placed at the feet of 
manufacturers. 

Chuck Chiarelli of Reading, Pa., was one. 
He charged, “Manufacturers proved in these 
price cuts that they think of no one but 
themselves. They were interested only in 
moving the merchandise out of their own in- 
ventory. All of us know price does not move 
the goods, but they merely cut the price. 

“Why didn’t they spend that price cut in 
advertising to sell the customer on the need 

Continued on page 7 








DEALER CHIARELLI: Advertise, don’t cut 
prices. 


Now’s The Time For Air Conditioner Buy-Backs 


Late August is the season for deals—buy- 
backs, take-backs, exchanges, refinancings— 
whatever you want to call them. Dealers are 
looking for them. Distributors are giving them. 
And manufacturers are denying they’re tied up 
with them. 


How do the deals work? Although they vary by 
region, size of dealer and order, here are the 
patterns which emerged from EM Week inter- 
views with dealers and distributors around the 
country: 

e From factory to distributor, the deal is usu- 
ally a rebilling rather than an actual buy-back. 
Sometimes, though it is an exchange. 

e From distributor to dealer, with or without 
factory support,.the deal usually involves: (1) 
Rebilling or extending credit; (2) Physically 
taking unsold units back; (3) Exchanging un- 
sold units for other models or products 





Manufacturers were reluctant to connect their 
names with buy-back deals. RCA Whirlpool, 
Kelvinator, Frigidaire, Coolerator and Amana 


flatly denied that they had anything to do with 
plans for taking care of dealers’ unsold mer- 
chandise. 

Fedders explained it offered a limited ex- 
change on new models. Chrysler-Airtemp said 
it had a refinancing plan. And Philco admitted 
to a plan, but refused to give any information 
on the deal. 


Dealers were all for buy-backs because the 
plans allow them to buy big with little or no 
risk. Mort Farr; Upper Darby, Pa., dealer, 
summed up the general feeling when he said 
he wouldn’t buy all his units from a distributor 
who didn’t offer him some sort of a plan. Farr 
carries the following brands: Fedders, G-E and 
Whirlpool. 


Distributors are in the hot seat, though, when 
it comes to the plans. Whether they get manu- 
facturers’ help or not, most feel they must do 
something to free dealers’ credit from unsold 
air conditioners so that they can move in with 
other products. 

“Somebody has to pay for it,’”’ shrugged one 
source who did not wish to be quoted. “‘And it’s 
the distributor. Usually the manufacturer comes 
in on a percentage basis. If he didn’t, the dis- 
tributor would be dead.” 

Looking very much alive was T. H. Lewis, 
of Elliot Levis Corp., Fedders distributor in 
Philadelphia, who said: “Sure we sometimes 
take back units. But we assume the whole 
burden.” Then, summing up the general feeling, 
he said, ‘“‘Take-backs aren’t the answer. If I 
were a manufacturer, I’d discourage them. I 
think it’s poor salesmanship on the distributor’s 
part when he has to take back.” 


Magnavox: Tape 
For Under $150 


English unit here by fall will 
be reel-to-reel type. Freimann 
ducks, but professes interest 
in, future cartridge market 


Magnavox President Frank Frei- 
mann threw a party at New York’s 
Park Lane Hotel last week showing 
his 1961 line to Eastern dealers who 
missed the Music Show debut—and 
to the press. The driving executive 
did some boasting about profit, 
sketched in some plans for his 1961 
push in TV and hi-fi: 


e Big séreen is the key to this fall’s 
TV push. Freimann now has four 
27-inch models in the line, three 
consoles and one $795 stereo theater. 
He’s got five 24-inch consoles and 
four 24-inch combos; nine 23-inch 
consoles and two combos; two 21- 
inch consoles and three combos and 
three 19’s—the latter starting at 
$189 this year. He has increased his 
color sets to three. 


@ Stereo push this fall is pegged to 
a new light tracking three-gram 
changer which mounts reject knobs 
on a high post for easy, exclusive 
access. 


e@ Consumer prodicts was key to a 
huge increase in net registered by 
the firm: For the first six months, 
Magnavox was up 62% over the 
1959 half while sales were up 9%. 
Sales were $51.7 million compared 
with $47.3 million—though the fis- 
cal year actually ends in March. 


e@ Freimann claimed half the stereo 
combo business done by industry in 
the first half of 1960 and one-third 
of 24-inch console business in 1959. 


e The new tape, revealed to EM 
Week exclusively by Freimann, will 
be made by Magnavox’s British fa- 
cility, will be a three-speed unit, 
reel-to-reel, will be stereo play- 
mono record. Freimann “will be in- 
terested in going into cartridges if 
a definite market develops for car- 
tridges.”’ He’s also in the electronic 
organ business. 


e FM in TV has shown fast accept- 
ance by dealers, according to Mer- 
chandising Director George Fezell. 
Magnavox now has three TV con- 
soles starting at $349 with separate 
FM tuners in them aiming directly 
at the current FM boom. 





Retired Executives Sought 


For Jobs With 


Recruitment of “retired execu- 
tives” to promote a newly devel- 
oped coin-operated ironer is now 
underway by Ironrite Inc. 

The company has already received 
300 replies to its advertisement in 
a financial journal for “‘three retired 
executives, age 55 to 65.” 

“We feel that these men would 
have the acumen and presence to do 

far better job of presenting our 
story than younger men would 
have,” said Vice President Marc Van 
Buskirk. 

He also believes he can get better 
men for less money, both in terms 
of salary and the costly fringe bene- 
fits of pension and security, which 
retired men do not seek. 


Ironrite 








Prints Grain 


ELECTRICAL MERCHANDISING WEEK 


ADMIRAL CORP. has unveiled this machine for graining hardboard, veneers 
through a roller inked from a photograph of a veneer grain. Speed: 70 an hour. 
After the grain is printed on the wood, it gets a lacquer finish. ° 





Steelman Remains Alive 


Although parent company Her- 
old Radio & Electronics Corp. 
filed a voluntary bankruptcy 
petition in New York last week 


“This is a step we had to take to 
protect the company,” explained 
Shepherd Freedland, comptroller 
and vice president of Herold Radio. 
“‘We’re still in business.” 

To prove its point, Steelman went 
ahead with a line showing late last 
week at New York’s Park-Sheraton, 
displaying virtually the same mer- 
chandise it showed at Chicago’s 
Music Show. And there were no 
significant changes in price. Dis- 
tribution? It will remain the same, 
too. 

“We have no plans to alter the 
line to meet the current situation,” 
said Freedland. 

The future? ‘‘We expect to go up,” 
Freedland said. And there’s a chance 
for merger. 

With the Chapter XI voluntary 


bankruptcy petition taking pressure 
off the heavy debt picture, chances 
of Steelman—and Roland Radio, 
which is part of the same corpora- 
tion—merging with another com- 
pany have substantially increased. 

“Personally,.I think this makes 
merger a lot easier. The heavy debt 
had been a drawback,” said Freed- 
land. 

Although the corporation hadn’t 
yet filed a payment plan with fed- 
eral district court, one source told 
EM Week that creditors were will- 
ing to go along with a merger. 

Freedland blamed the company’s 
difficulties on three factors: 

e@ High cost of consolidating opera- 
tions for nine locations into one 
central plant. 

e A labor dispute, which reduced 
efficiency from October, 1959, to 
early February as two unions fought 
for jurisdiction. 

e@ The steel strike which cut volume 
20% because key customers weren’t 
replenishing their inventories. 





Stereo Radio 
Multiplexing 


With the first-on-the-air FM 
stereo radio tests completed two 
weeks ahead of schedule, EIA’s A. 
Prose Walker will give engineers at 
WESCON (Western Electronics 
Show and Convention) a rundown 
on the multiplex broadcasting sys- 
tem, this week. 

Chairman of Electronic Industries 
Association’s National Stereophonic 
Radio Committee, Walker will be 
presenting only one of 200 papers at 
the week-long Los Angeles show 
which expects to draw over 35,000. 


The tests measured transmission 
and stereophonic reception of six 
competing systems and also evalu- 
ated compatibility of monophonic 
receivers. 


For a subjective evaluation, a spe- 
cially prepared program of music 
was pre-recorded on a test tape and 


Tests Over, 
Gets Nearer 


broadcast through an experimental 
transmitter. The program was re- 
corded a second time at the receiv- 
ing site, monophonically and stereo- 
phonically. 

Now, the data must be correlated 
and presented to a NSRC coordina- 
tion committee, which in turn will 
submit the material to EIA for filing 
with the Federal Communications 
Commission. 


Right now, EIA figures it will finish 
well ahead of the FCC’s Oct. 29 
deadline on this phase of the project. 
Norman Parker of Motorola heads 
the subcommittee which will present 
the material. 

Two FCC representatives, Harold 
Kassens of the Broadcast Bureau 
and John Robison of the chief engi- 
neer’s office, sat in on the entire 
test, which was run at_ station 
KDKA in Pittsburgh. 





G-E To Dealers: 
Now Hear This 


A new product is ready to go 
—a portable, transistorized 
home intercom system listing 
for $79.95 is being offered by 


G-E’s radio dpartment 


A carry-out item, the home inter- 
com system is the first non-enter- 
tainment product General Electric’s 
radio department will market. 


The most important outlet? The 
regular appliance dealer. G-E will 
market the product through the 
same distributors who handle the 
company’s radio, but with a differ- 
ence. G-E will hand pick the dis- 
tributors for this item. 

The system, which cuts out the 
need for expensive house wiring be- 
tween units because its voice sig- 
nal is carried over existing lighting 
circuits, will list for $79.95 a pair. 
For additional units, the price will 
be $39.95. 

The individual unit weighs just 
over two pounds, is about seven 
inches wide, seven inches deep and 
five inches high. A four-inch Alnico 
V loudspeaker handles the micro- 
phone and speaker functions. 

Each unit has a listen and talk 
position and volume control. Turned 
up and placed in a baby’s room, 
parents can turn the device into a 
baby-sitting aid. Even the baby’s 
breath can be heard, according to 
William B. Clemmens, radio depart- 
ment marketing manager. 

The transistorized system—four 
transistors, three crystal diodes, and 
a selenium rectifier—takes no more 
current than an electric clock and 
can plug into any 110-volt circuit 
in the house. 

And the transistors allow the unit 
to run at all times without over- 
heating or using excessive amounts 
of power. 

There’s no chance of interference 
from another intercom system 
either, according to G-E. A screw 
driver adjustment on the bottom of 
the unit provides a choice of two 
channels and assures privacy. 

G-E will be pushing for the last 
quarter market and Christmas busi- 
ness. Although the unit is aimed 
primarily at the home, Clemmens 
pointed out that they can also be 
used in the office and for other small 
industrial applications. 


Already merchandise-tested in St. 
Louis, Los Angeles, Boston and the 
Albany, N. Y., area, the intercom 
system will need store demonstra- 
tion and sales training, according to 
Clemmens. 

“You’ve got to tell the customer 
it’s here, get them into the store 
and show them how it works,” he 
said. 

Other carrier current systems on 
the market sell for $99 to $125 a 
pair. Most of them are tube types, 
requiring supplementary wiring. Or, 
there’s the built-in intercom system 
installed during new construction. 

Clemmens figures that new home 
design, with its accent on divided 
living areas and fragmentation, will 
give G-E’s portable system a built- 
in advantage. 


Market potential? Although G-E 
won’t discuss its still incomplete 
market study, remember there are 
50.6 million wired homes in the 
U. S. 
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Tubes Tell What’s Ahead In 'TFYV 


The industry is settling down to live with 19’s and 23’s as 
standard models for awhile. Some manufacturers have consid- 
ered 26-inch tubes, but chances of production are slim right now 


The numbers game with tube 
sizes figures to stabilize. Although 
there has been talk about 24-, 26- 
and 27-inch sets, industry will put 
its weight behind the 19’s and 23’s, 
National Video President Asher J. 
Cole told EM Week after speaking 
to the New York chapter of Security 
Analysts. 

Cole, who ranks his company 
third in the television tube produc- 
ing market behind Sylvania and 
RCA, sizes up the shape of things 
to come this way: 

@ 19—standard and predominantly 
unbonded. 

e@ 23—standard and finally pro- 
duced on a 50-50 split between 
bonded and unbonded types. 

@ 24—probably will be knocked 
completely out of the picture by 
23’s. 


e 26—if this ever develops, it 
would be a squared version of the 
24 (just as the 19 is a squared ver- 
sion of the 17), but so far there has 
been nothing but talk and chances 
of production are remote. (Other 
sources: reported that the industry 
couldn’t put together enough orders 
for 200,000 of the tubes in a single 
year.) 
e 27—continued unbonded and in 
very small quantities. Only 12,000 
were produced last year and even 
fewer will be made this year. 

“The 27 is an old tube,” Cole 
explained. “It’s big, heavy, bulky 
and expensive. Industry sells it in 
the neighborhood of $50.” (The 23- 
inch unbonded tube goes for $21.25; 
bonded: $24.25.) 

Almost single handedly, Magna- 
vox is keeping the 27-inch tube in 


the picture. The company revived 
the size with a console at the Chi- 
cago Music Show and has subse- 
quently announced two more. 


Behind the move to stabilization is 
one very big factor: Cost. 

“It’s time we did stabilize,” Cole 
said. ‘“‘Changes are expensive to the 
industry and the manufacturer. 
When one new tube type comes 
along, as many as 26 models are 
registered. When we make 23-inch 
tubes, we produce 20 types.” 


Another problem: Industry capac- 
ity. Right now, Cole figures, it’s 
being strained to meet the growing 
demand. 


Industry capacity is 13 million new 
units, Cole estimates. The total 
market: 17 million replacement 
tubes plus better than six million 
new units each year. 

In the past, rebuilders have filled 
the gap, but this will change Cole 


predicts, because of increasing tech- 
nical difficulties, particularly with 
bonded tubes. To reclaim a bonded 
tube, the protective glass must be 
removed. This technical skill, plus 
the additional expense, is going to 
push the rebuilders out of the mar- 
ket, according to Cole. 


To meet the increasing demand, 
National Video is going to expand 
its facilities (capacity is about 110,- 
000 units a month) 10 to 15% by 
the end of the year. 

“Our August orders are over 30,- 
000 ahead of what we can produce,” 
Cole explained. “June and July are 
generally desultory months for us. 
But this year we turned out 93,000 
units in June and had to work dur- 
ing our July vacation to turn out 
85,000 units in a period when we 
normally make only 45,000.” 

Last year, National Video took 
about 16% of the market, selling a 
million tubes in a year which regis- 
tered 6.2 million. 





Easy Reappraises Distribution 


But the company isn’t going direct across-the-board. Parker 
Erickson of the Easy Washer division of the Murray Corp. of 
America disallowed reports that Easy was going direct nationally 


“We’re very unhappy with the 
general situation,” he said last 
week, “and we’re doing something 
about it. But the actual mechanics 
will vary from market to market. 
We’re not operating out of a book. 

“If we knew how to avoid it, we 
would rather not terminate one 
more independent distributor. But 
we’re not going to settle for third- 
rate distribution just to have inde- 
pendents. The competitiveness of 
the situation won’t allow that.” 


This means, apparently, that wher- 
ever distributors don’t measure up 
to Easy’s requirements, they will 
get terminated and the line will go 
direct or through a branch. In re- 
ply to queries concerning the capi- 
tal investment required to make a 
series of such moves, Erickson 
parried with “on just what terms 
do you think an independent dis- 
tributor buys today? Assuming it’s 
60 to 90 days, do you think we 
can’t turn a warehouse in that time, 


if we control what goes in and out 
of it completely?” 

Erickson conceded that personnel 
costs would go up, saying “If Mur- 
ray is going to be in the appliance 
business, it’s got to make wise in- 
vestments.” Erickson left no doubt 
that he considered a bigger, stronger 
factory sales force a wise invest- 
ment. 


To dealers, the Easy move can mean 
plenty. In Chicago, it has already 
produced a considerable amount of 
dealer satisfaction concerning terms 
and prices. Where one report was 
that $30 was cut out of a top-end 
automatic, Erickson pegged reduc- 


tions at more on the order of 
2% -4%. 

Erickson pointed out that there 
are factors besides price that give 
a line dealer appeal. For example: 
“When we control, we can introduce 
whatever degree of exclusivity it 
takes to become attractive com- 
petitively.” 


This current “agonizing reappraisal” 
stems from a requirement for full- 
time representation, according to 
Erickson. “Some places the market 
just won’t allow an independent 
the margin he needs, and some 
places we are not getting the atten- 
tion we need. Our line needs effort,” 
he said, ‘‘and we’re going. to get it.” 

The Chicago market move of 
more than a month ago (EM Week, 
July 4) tells the story, Erickson said. 





Fedders: To Rie On Instant Mounts 


Do-it-yourself installation is 
available on all models in Fed- 
ders’ 1961 air conditioner line. 
Sales incentive: Trip to Rio 


Fedders distributors, gathered in 
New York last week for their an- 
nual sales meeting, saw two things 
in the new Fedders line that caught 
their fancies: (1) Self-contained 
do-it-yourself mounting systems on 
all units and (2) A _ clock-timer 
feature for step-up selling. 

Although full details on the line 
were not available, Fedders Presi- 
dent Salvatore Giordano answered 
reporters’ questions about the top 
features. 


“Do it yourself is a very important 
factor,” Giordano thumped, point- 
ing to Fedders’ two types of “extra 
fast” mounting systems. “Skills 
(trucking and installation) are ata 
premium. A customer must pay for 
them whether he uses them or not. 
Instant mounts remove the skills 
which put cost and time in the way 
of an air conditioner sale. 

‘“‘We have made installation a part 
of the assembly. Not a kit. Kits de- 
feat the instant mount, do-it-your- 
self purpose. You have to be half an 
engineer to assemble some kits. 


“The average man can put this 
unit in in 15 to 20 minutes. All he 
needs is a screwdriver.” (Pro Gior- 
dano did it in less than 77 seconds— 
from carton to cooling.) 


Covering both sides of the street— 
customers and dealers—Giordano 
pointed out a dealer still could offer 
to install units for customers. “He 
could hire any child out of school to 
do the job for 80 cents an hour,” he 
said. 


“Terrific step-up,” enthused Gior- 
dano, switching his attention to a 
clock-timer embedded in the grill of 
a 1961 unit. Called the “‘Climatimer,” 
the gimmick overrides the thermo- 
stat, turns a unit on at a pre-set 
time. For details on features, watch 
EM Week’s new products column. 


Going from features to figures, 
Giordano said Fedders factory ship- 
ments since Sept. 1 were almost 
35% ahead of 1959—a record year. 
“The Fedders unit increase for 
1960 was greater than the total pro- 
duction of a number of manufac- 
turers with the exception of a few 
of our leading competitors,” he 


added. Industry, Giordano predict- 
ed, would finish up the season about 
30% ahead of 1959. 





ats ¥; 


Hotpoint’s Laundry Has Cantilever Cont~~'s 


TOPPING HOTPOINT’S 1961 “free span” line is this pair, available in Windsor 
Gray only. Both washer LW195 and dryer LB195 are fully programed, will run 
through fabric-keyed cycle at the touch of a button. 
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EAST CLEVELAND—August 
hadn’t produced any dog days 
here, said dealers, although they 
didn’t really mean to imply that 
days are the only dogs around. 
Sales, except for a few instances, 
were generally down, and even 
the shoppers had thinned out. 

Aggressive selling seems to be 
the only answer, according to 
these dealers. At Northeast Ap- 
Pliance Sales here, heavy con- 
centration on advertising has 
helped counter a poor season. 
Northeast added some “House 
and Garden” equipment to help 
draw customers in, and _ this 
dealer’s optimism about current 
conditions showed it must have 
helped. Otherwise, dealers 
around town were yelling about 
margins, about manufacturers 
peddling price instead of prod- 
uct, and the absence of any cam- 
paigns to create product demand. 

Sound people are depending 
on the hi-fi-stereo show this 
October to liven up interest in 
stereo and other sound equip- 
ment. They feel the show will 
not only introduce products, but 
also answer many _ questions. 


Attendance has always. been 
good at this show. 
Laundry and_ refrigeration 


still were considered leaders in 
sales, air conditioning still was 
bad, and inventories of majors 
were a little fatter than most 
dealers would like to see them. 


MIDWEST... LOUISVILLE—Most 
appliance dealers here seemed 
to be singing the blues about 
the state of sales. The past 10 
days were about the quietest 
he’d ever seen, according to 
Gifford Abraham of Clifford’s 
Appliances. Joe Fleischaker of 
Will Sales Appliances figured 
that all appliance sales were off 


about 10%, with refrigerators 
and home laundry equipment 
taking the worst beating. The 
nights in Louisville have gener- 
ally been cool this summer and 
that accounts for the poor show- 
ing of air conditioners, dealers 
said. 

Abraham complained about 
what he called “scare headlines” 


in the newspapers here on 
stories of layoffs this summer at 
General Electric’s Appliance 


Park. The company is the city’s 
largest employer. G-E has laid 
off 2,000 workers indefinitely 
this year and more than 7,000 
for a week at various times. 

“It creates a bad psychology,” 
said Abraham. 

On the other hand, Paul 
Johns at C. H. Kirchdorfer 
Super Appliances said the com- 
pany’s sales were holding up 
well, with refrigerators and 
washers promoted and selling. 


SOUTH ... NASHVILLE, Tenn.— 
The appliance sales situation 
was spotty here and the first six 
months’ figures from Nashville 
Electric Service bore out deal- 


ers’ opinions that business 
hadn’t measured up to last 
year’s. 


At Sears, Roebuck, W. A. C. 
Neal, assistant manager of the 
appliance department, said that 
in general refrigerators were 
down a bit, but had been pick- 
ing up somewhat in the last few 
weeks. He noted that radios on 
the higher end were selling bet- 
ter now than during the last-two 
years and that stereo and other 
appliances were running about 
at last year’s figures. 

Laundry equipment was way 
up at Harvey’s, Nashville’s big- 
gest department store, according 
to Jim Tyree, head of the ad- 


vertising department. Overall 
sales, however, were not quite 
up to the level registered in 
1959, he said. Air conditioners, 
particularly, were off, appar- 
ently because of the cool sum- 
mer weather. 

Freezers were big with Braid 
Electric Co., a distributor, ac- 
cording to James Guion, man- 
ager of the appliance depart- 
ment. They have doubled in 
sales over last year, he said. 


WEST... CHEYENNE, Wyo.— The 


electrical appliance business has 
snapped out of its summer 
slump and refrigerator-freezer 
sales are leading sales into a fall 
boom. Most Cheyenne dealers 
reported that business is about 
10 to 15% ahead of last year. 
June and July were spotty, but 
the usual late-summer increase 
in refrigerators and freezers was 
bolstering dealers’ hopes. Wash- 
ers and dryers have also been 
moving well in the past few 
weeks and one dealer reported 
an astounding increase in dish- 
washer’ sales. Washer-dryer 
combinations haven’t been as 
good as the separate appliances. 
One dealer said that recent 
purchases by Warren Air Force 
Base directly from the factory 
rather than through local mer- 
chants was hurting business. 
Another dealer said high- 
grade used appliances are sell- 
ing well. He attributed this to 
an influx of seasonal construc- 
tion workers at the Atlas missile 
installations and the number of 
younger married people in the 
market for appliances. He said 
these buyers either do not have 
the money to spend for a new 
appliance or are reluctant to put 
out the money because of their 
temporary job condition. 


ELECTRICAL MERCHANDISING WEEK 


From Louisville came a complaint about the bad psychology of 
strike news, but Cheyenne dealers found business better last week. 








Fred Nylander, commercial 
manager of Cheyenne Light 
Fuel and Power Co. and secre- 
tary of the Cheyenne Appliance 
Dealers Assn., attributed the 
increasing sales to ‘“‘the healthy, 
economic condition of the area.” 


FAR WEST .. . SEATTLE—Best 
news of the month for appliance 
and TV dealers in the Seattle 
area was acceptance by Boeing 
Airplane Co. workers of a new 
contract calling for wage in- 
creases of 8¢ an hour this year, 
retroactive to Apr. 20 and 7¢ 
next year. 

Settlement was reached Aug. 
11 and business started picking 
up the next day, according to 
Clayton Poole of Poole Electric. 
The contract affects some 35,000 
workers, by far the biggest pay- 
roll in the area. Not only will 
the retroactive pay afford a nice 
chunk of extra cash for the 
workers but the agreement re- 
moves danger of a strike which 
buttoned up many pocketbooks. 

Even before the settlement, 
August business was better than 
July and a year ago. Refrigera- 
tors and air coolers have been 
selling well, under the impetus 
of unusually warm weather. 

After three years of handling 
sporting goods as a sideline, 
Burns & Carmichael Home Ap- 
pliances has closed out the line 
and is becoming a direct factory 
dealer for Magnavox, effective 
Sept. 1. Tom Carmichael found 
sporting goods moved well dur- 
ing the skiing season but was a 
“dog” the rest of the year. His 
TV sales were up 8% over a 
year ago, as compared to a 14% 
decrease in white goods, and 
Carmichael figures the addition 
of Magnavox TV, hi-fi and 
stereo will give him a good fall. 





INDUSTRY MEMO 


@e Zenith and the Independent 
Radionics Workers of America 
straightened out their differences 
with a contract which gave the 
union some of the additional bene- 
fits it was seeking. Settlement of the 
dispute reopened the Zenith plant in 
Chicago. (EM Week, Aug. 15). 


e In contract discussions with the 
International Union of Electrical 
Workers, General Electric has in- 
dicated it may offer proposals for 
its 1960 union contract aimed at 
lessening the effects of job instabil- 
ity. But the company stressed “im- 
proved customer buying” was the 
only real key to ensuring employ- 
ment stability for General Electric 
workers. 


e Production of Japanese television 
receivers continued to outstrip de- 
mand and inventories reached a 
record high of 226,874 sets at the 
end of June. Production was 294,412 
or 2,500 May, while ship- 
ments declined 21,725. The hoped- 
for boom portable color 
failed to get off the ground. 
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Keep It Clean. . 


. But Slightly Suggestive 


57°9 SUNSET DRIVE o 





rer 


THAT’S THE FORMULA Weathermatic Corp., Carrier’s Miami distributor is 
using in its current air conditioning push. Messages like this are carried on 
more than 100 billboards and 60 radio spots—all without co-op from Carrier. 
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THIS WEEK'S 
COLOR TV 


MONDAY (All Times E.D.T.) 
11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 
12:30 P.M. (NBC) It Could Be You 
(Monday-Friday) 
8 P.M. (NBC) “What Makes Sam- 
my Run?" Part 2 


TUESDAY 
9:30 P.M. (NBC) Arthur Murray 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is Right 


FRIDAY 
9:30 P.M. (NBC) Masquerade Party 
10 P.M. (NBC) Moment of Fear 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
1:55 P.M. (NBC) Baseball, White 


Sox vs. Red Sox 


7:30 P.M. (NBC) Bonanza 


SUNDAY 
8 P.M. (NBC) Music on Ice 
9 P.M. (NBC) Chevy Mystery Show 






Quality you can bank on—in TV, Stereo High Fidelity, and Radio 
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18-DAY MASS-ADVERTISING MARATHON: 


Sylvania sponsors 
ummer Olympic S 


on NBC Radio 


to announce new Keflection- free TV! 



















Your sales are off to a flying start 
on August 25. That’s when Sylvania takes 

to the air to bring your customers the first and 
fastest coverage of the Summer Olympics 
direct from Rome—on NBC network radio. 
Day after day through September 11, 

93 (count ‘em ) commercials will tally 

over 70 million sales impressions for 
Sylvania reflection-free 19” and 23” TV. 


And that’s only the beginning! Starting 
September 12, Sylvania will let loose a 
barrage of over 200 commercials on NBC 
network radio “News on the Hour.” They'll run 
all during the peak fall selling season, to help you 
pile up more profits on Sylvania reflection-free TV. 
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Subsidiary of GENERAL TELEPHONE & ELECTRONICS 


Leading magazines, too, will carry the 
Sylvania story to millions of American 
families. Bright, bold 4-color advertising 
will appear month after month in Life, 
Saturday Evening Post, House & Garden. 


Plus terrific traffic-builder. Now you can 
offer prospects a complimentary bottle of 
imported Lanvin “My Sin” perfume—just 
for seeing a demonstration of 
Sylvania reflection-free TV. And 
were promoting this offer in all 
national advertising. 

Run, don’t walk, to your nearest 
phone—and call your Sylvania 
distributor. Sylvania Home Elec- 
tronics Corp., Batavia, New York. 
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That Ad Still Pulls 


On July 18, EM Week published an 
article which told how Proctor- 
Silex received un inquiry about a 
food chopper advertised for $3 in 
the Oct. 1, 1887, “Ladies Home Com- 
panion” by the Enterprise Mfg. Co., 
a Proctor-Silex predecessor. The $3 
was enclosed, so Proctor-Silex sent 
the collector of old magazines a 1960 
chopper (retailing for $11.50). The 
article prompted the _ following 
reader letter: 


EDITOR, EM WEEK: 

Have about six copies that old— 
in good condition. Was wondering 
if I should send in all the ads. 

Your magazine is excellent and 





LETTERS To The EDITOR 


the best source of information in 
the field. 
IRENE MARTIN 
KLASS RADIO & 
APPLIANCE CO. 


LAGUNA BEACH, CALIF. 


Proctor-Silex was amused to hear 
of the letter to EM Week. F. J. 
Davis, national sales manager said 
he would write Irene Martin about 
the ads. 


A Pat On The Back 


EDITOR, EM WEEK: 

Could you give me some infor- 
mation about schools for repairmen 
—especially irons, toasters and 
roasters? 


ELECTRICAL 


I want you to know also that I 
have been connected with the elec- 
trical and appliance business for 30 
years and can honestly say Elec- 
trical Merchandising Week is tops. 
Monday night is my night with it 
from cover to cover. 

Thanks again for the many hours 
of enjoyment in your publication 
and for all the good I have derived 
from same. 

JOHN MURRAY 
EASTERN APPLIANCE 
SALES & SERVICE 
HAVERHILL, MASS. 


We appreciate the compliments and 
are forwarding the information. 


EM Week welcomes expressions of 
opinion from its readers for publi- 
cation, subject, of course, to final 
editing and approval by editors. 








your share? 


Here are the final consumer and Dealer winners as determined by 
The Reuben H. Donnelley Corporation. 


WINNING CONSUMERS 
Miss Rena Van Klompenborg 
Orange City, lowa 
Mr. Roy Walker 
Ridgeville, Indiana 


Mrs. C. W. Scott 
Lindsay, Oklahoma 
Mr. Giles A. Eldred 


Rock Island, Illinois 
Mrs. Walter Schroeder 
Graytown, Ohio 


PHASE 2 


Mr. and Mrs. Charles Cinquemani 


Brooklyn, New York 


— 


PHASE 1 


GiBSONS — _ 
HAWAIiAN 


HOLIDAY 
SWEEPSTAKES : 


The point-of-purchase promotion that delivered a quarter of a 
million prospects to thousands of appliance dealers—did you get 








WINNING DEALERS 


Kalsbeek Brothers 

Orange City, lowa 
South Side Refrigerator 

Portland, Indiana 
Swap Shop 

Lindsay, Oklahoma 
Andich Furniture Company 

Rock Island, Illinois 
Ory Appliances 

Elmore, Ohio 


Best Housekeeping 
Manhattan, New York 


NUMBER 3 ) IN A SERIES 


OF WEEKLY GIBSON MESSAGES 
TO ALL APPLIANCE DEALERS 








WINNING CONSUMERS PHASE NO. 4 WINNING DEALERS 


Mrs. lrene Wagner 
Toledo, Ohio 


Tiedtke 
Toledo, Ohio 


Mr. and Mrs. McGarry Bob Keating Dr. and Mrs. T. A. Cochran Robertson TV Sales & Service 
Midwest City, Oklahoma Midwest City, Oklahoma Ringgold, Georgia Ringgold, Georgia 
Dr. and Mrs. Carl Raab Barnet’s of Bellbrook, Inc. Mr. Homer Morris, Jr. Davis Re Miemelten Service 
Dayton, Ohio Dayton, Ohio Waco, Texas Palestine, Texas 
Mr. and Mrs. William Supernaw Puff’s Appliance Mr. Armand C. LeSage Cc. W. Wink 
Charlevoix, Michigan Charlevoix, Michigan Los Angeles, California Hollywood, California 
Mr. and Mrs. Gene Bell Triplitt Appliance Company Mr. R. L. Myers Renshaw TV 
Inez, Kentucky Warfield, Kentucky Carmi, Illinois Carmi, Illinois 
PHASE 3 PHASE NO. 5 
Mr. and Mrs. Francis C. Booth Greenley’s, Inc. Mr. Dan E. Hiskin Sowles Super Service 
Flint, Michigan Flint, Michigan Los Molinas, California Los Molinas, Calif- 1ia 


Mr. and Mrs. Wm. H. Rasmussen 
Chicago, Illinois 

Mrs. Betty McDowell 
Providence, Kentuck 

Mr. and Mrs. Willard E. 
Indianapolis, Indiana 

Dr. and Mrs. John Adams 
Milford, Comnecticut 


urton 


Smithe & Shanahan M 
Chicago, Illinois 
Williams Sales & Service 
Providence, Kentucky 
Diliman Furniture 
Greenwood, Indiana 
Glazer’s 
Milford, Connecticut 


= 


Repeat it? You bet, bigger and better too. Watch for your Gibson 
Distributor’s Open House and next year’s Sweepstakes promotion. 


MOVE M'LES AHEAD 


get going...get 






. Randy K. Parks 
Chickasaw, Alabama 

Mrs. Hilda Hauser 
Jasper, Indiana 

Mr. S. J. Bozzini 
Stockton, California 

Mrs. Billie Mowery 

Waterloo, Illinois 


Wilson & Dismukes 
Prichard, Alabama 
Brendle’s 
Jasper, Indiana 
Charles E. Pike 
Stockton, California 
Oblong Furniture Co. 
Oblong, Illinois 


(SON 


Gibson Refrigerator Division of HUPP Cor, 
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The Dealers 
Talk Back 


CONTINUED FROM PAGE | 
for refrigerators?” he asked. 

Price cuts drew fire from plenty 
of dealers and most echoed Chi- 
arelli’s words. 

“Price cuts are destructive,” said 
Sam Boyd of Bailey-Wagner, 
Springfield, Mass. ‘Manufacturers 
should have used the money to 
stimulate sales. That would have 
been creative.” 

And from Gus Petropoulos of 
Waukegan, IIl., came this rhetori- 
cal—and mournful—question: 

‘“‘Where’s the bottom on refrigera- 
tors? Are we at the bottom now or 
aren’t we?” 


Many students saw price cutting as 
just one—if a more publicized—ex- 
ample of generally poor dealer- 
manufacturer relations. 

“Manufacturers don’t help the 
dealer,” snapped John Lusk of To- 
ledo. “‘They’re only worried about 
making a line strong enough so 
people will come to the dealer. 
There’s a lack of communication be- 
tween the maker, the distributor 
and the dealer.” 

Chiarelli termed the problem “the 
cancer of this industry.” He con- 
tinued, “The manufacturer is un- 
realistic about the problem of his 
dealers. A franchise should mean 
more than it does.” 

Maurice Cohen of Lechmere Sales, 
Cambridge, Mass., found manufac- 
turers deeply worried about “selling 
to the dealer,” not at all worried 
about “selling through the dealer.” 

Boyd snapped at manufacturers 
who “make decisions vital to the 
dealer without consulting the dealer. 

“This stereo confusion is one ex- 
ample,” he explained. “If they (the 
manufacturers) had talked to the 
public and the dealers first, they 
would have learned just how con- 
fused we are. And you can say the 
same about refrigerator price cuts.” 


Distributors also picked up some 
sears at the school. Dealers thought 
distributor salesmen were poorly 
schooled and largely uncooperative. 

That creates two problems for 
Al Frantz of Dayton, Ohio. “Unin- 
formed distributor salesmen don’t 
help train our men,” he said, “and 
they don’t coordinate between the 
dealer and the distributor.” 

For many dealers, that lack of 


AT NARDA SCHOOL, dealers listened attentively to the discussions. 


coordination can mean a failure to 
learn of promotions and specials in 
time to take advantage of them. 

Builder sales brought a rise from 
dealers both inside the classroom 
and out. One dealer wondered why 
sales to builders could not be limited 
to built-ins. 

Discounting per se wasn’t a life- 
or-death issue this year, but dealers 
found the relatively new closed- 
door discounter a pesky competitor. 


Don’t condemn, Harry Price urged 
dealers as the school closed. ‘Stop 
pointing the finger at each other. 
We can’t build by condemnation 
but only by earning our own places 
in the sun. The whole destiny of 
this industry is the conviction that 
we can do better.” 

Most dealers agreed with that. 

“If no one else is going to help 
us,” drawled a Southerner, ‘‘we’d 
better start helping ourselves.” 

For many, help lay within the 
pages of notebooks crammed with 
the jottings of a full week at the 
institute. Classroom lectures, sem- 
inars and bull sessions each pro- 
duced their share of new, workable 
ideas. 

Nick Yurchak of tiny Muncy, Pa. 
—a small dealer who wants to grow 
—reviewed his plans as the school 
ended. “I’m going to go back home 
and start by reducing my inventory. 
I’ve got some good ideas for pro- 
motions and I think I'll try some 
of them.” 


Sam Boyd described his new plunge 
into outdoor selling. “Outside crews 
will sell only high margin goods,” 
he explained. “They have to in 
order to support themselves. 

‘“We’ve learned here that the 
average customer pays $200 a year 
in our goods. I have thousands of 
back accounts on my books. If I 
can find 1,000 of them and sell them 
that $200—before they start to shop 
—I’ll do $200,000 a year.” 

Dealer O. H. Morgan, a first-year 
student from Canton, Ohio, .plotted 
a complex, new yardstick to meas- 
ure his hometown market, while 
John L. Brown of Home Improve- 
ment Co., Lebanon, N.H., planned 
an entry into reconditioning. Paul 
Schuenemann of Westlake, Ohio, al- 
ready strong in service, picked up 
new wrinkles to perk up his depart- 
ment. 

It was a serious school this year 
—with a serious job ahead. That 
Southerner summed it up and most 
dealers concurred, ‘“We’d better 
start helping ourselves.” 
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Old-fashioned cutting 
wheels can’t cut square 
corners. Can do only PART 
of the job! 





BVI Blue Cutting Point of 
Birmingham Steel opens 
cans of all sizes and shapes, 
—even square ones! 


Portable Humidifiers 








ay 


i 


Electric Can Openers 





with the 
patented 

blue cutting 
point 


ens cans 
others cant! 


The electric can opener market 
continues to zoom! Get your share of 
sales with the most automatic, 

finest quality opener made today— 
BVI—with the exclusive “Blue Point 
of Superiority.” Works full time— 
not part time. Judged “best” by 
leading home economists and 
independent consumer institutes. 


WORLD’S MOST AUTOMATIC 
ELECTRIC CAN OPENER! 
Grips, pierces, turns, opens cans, 
smooths edges and shuts itself 
off — automatically! 


e « 





— 


Electric Paint Sprayers 


Electric Hone 


* 


BVi—the most wanted, most appreciated and 
most heavily advertised line —no wonder 
SALES UP 63% OVER LAST YEAR! 


BURGESS VIBROCRAFTERS, INC. 
Graysiake, Illinois 
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Washers ARE Less Costly 


Industry speakers like to say, “‘We sell a better 
product for less money than we used to—while 
other products’ prices are going up.” But now 
you can prove it to your customers 








1949: AMP at $279.95 was 
smaller, had 144-hp motor, 
baked enamel cabinet, two 
wash temperatures. 


MAYTAG 


1960: 124 at $269.85 has 
three wash temperatures, 
three rinse temperatures, five 
cold water wash and rinse. 


1951: A W 422 at $279.95 
had one cycle, one speed, 
two water 
capacity of nine pounds. 


NORGE 


1961: Viking 88 at $169.95 
has two cycles, lint filter, 
temperatures, 


saver, 10-pound capacity. 





a ae 
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warm wash, 
speed. 


temperatures, 


suds wash 


1949: WJ-60 at $300 had 


automatic cycle, 
one spin 


FRIGIDAIRE 


1961: WDA-61 
has three wash cycles, two 
temperatures, two 
speeds, soak cycle. 


at $199.95 


Below are 10 washers, chosen by 
the American Home Laundry Man- 
ufacturers Assn. Five are new and 
five are old. Compare features and 
prices, remembering this year’s 
prices are “suggested retail,” often 
discounted. 

In many cases, even new low-end 
models have better features than 
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hot or 
weigh-save door, 
level selector. 


WESTINGHOUSE 


1961: LGB at $199.95 has 


multi-speed agitator, 


1951: L5 at $299.95 had 
three wash temperatures, 
water 


wash cycles with pre-set 
time, temperature dials. 





high-end models 10 years ago. Some 
of today’s top models are priced 
10% below top models of 10 years 
ago. The dollar difference runs up 
to nearly 30% in favor of the new 
model when a modern low-end 
model is compared with an equiva- 
lent high-end model of 10-years- 
ago vintage. 


1950: ABC-O-Matic at 
$299.95 had water temper- 
ature and time controls, 
short fill for half-loads. 


KELVINATOR (ABC) 


1960: KW 30 M at $269.95 
has suds and water saver, 
three wash-rinse combina- 
tions, two load cycles. 








Downtrends Haunt Six-Month White Goods Tally 


at five and held 24% 


Factories overestimated Soaring Sixties for most white goods, 
eut back in second quarter. Downtrends at half put 15 majors 
5% to 20% off. Home electronics escapes plague, rides high 


Phonograph production and sales 
figures arrived last week and filled 
the final gap in the picture of the 
appliance-TV industry at the six- 
month mark. In a nut shell, at the 
half most white goods were in sad 
shape while home electronics was 
flying rather high. 


Behind the isolated six-month fig- 
ures, there are some _ disturbing 
trends which indicate that the gloom 
spots are not going to get bright 
over night. To point a trend or two, 
the following analysis reports fac- 
tory shipments—and retail sales 
where available—at the four-month 
mark, at the five- and at the half. 
In some cases, the direction pointed 
by the three figures together is more 
ominous than a sad six-month fig- 
ure alone. 


Refrigerators: Steady downtrend in 
both shipments and retail. Industry 
hipments at the four-month mark 
were even with 1959’s comparable 
period. At five months they were 
off 2.4%; off 4.8% at the half. At 
retail, in 27 markets representing 
17% of U. S. business (see ‘‘How’s 
Business” page 16) refrigerator 
sales were up 4.7% at four months, 
slipped to 3.2% up at five and again 





slipped to up 1.6% at the half. 
Freezers: Steady downtrend in both. 
Shipments off 8.7% at four months, 
off 11% at five, off 16.5% at the 
half. Retail was up 10%, up 5.6%, 
up 2.7% at the six-month mark. 


Electric ranges: Standard range 
shipments were down but stable— 
held at off 12% through the quarter. 
Retail shows a slight downtrend: 
up 5% at four months, up 2.4% at 
five and up 2.3% at six. Electric 
built-in shipments plunged in the 
second quarter, had been up 8% at 
four months, up 4% at five, but 
plummeted to off 21% at the half. 


Gas standard range shipments were 
down but stable—off 7% for each 
point in the quarter—while gas 
built-ins are up and stable—plus 10. 


Electric water heaters show a down- 
trend in shipments—off 16% at four 
months, 18% at five, 20% at six- 
and at retail—off 7% at four, off 
6% at five, off 9% at the half. Gas 
shipments were off 15%, 15% and 
12%. 


Dishwashers were having a fine 
quarter. Production was up 18% at 





four months, up 22% at five and up 
15.5% at the half. Retail was soar- 
ing: up 25%, up 26% and up 19.5%. 


Washers showed a downtrend in 
both shipments and retail. Auto- 
matics were down 9% at four 
months, down 10% at five and 11% 
at the half. Wringers were down 
18%, 15% and 15%. Retail for all 
washers was down 1.3% at four 
months, 1.9% at five months and 
down 3.7% at the half. 


Electric dryer shipments were down 
but stable; gas shows an uptrend; 
retail is slightly up. Electric ship- 
ments were off 7.6% at four months, 
7.4% at five and 8% at six. Retail 
of electrics was up 2.1% at four, 
2.3% and 1.5% at six. Gas shipments 
were off 5.6% at four, up 1.6% at 
five and up 2% at the half. Combi- 
nation washer-dryers (gas and 
electric reported together) were 
down 9%, down 10% and down 8%. 


TV shipments were up but begin- 
ning to show a downtrend: up 12% 
at four months, up 10% at five and 
up only 6.5% at the half. Retail 
sales reported by EIA were up and 
stable: up 19% at four months, held 
19% at five months and dipped 
slightly to up 17.4% at the half. 


Home radio—car radios excluded— 
shipments are up steadily and head- 
ily: 20% ahead at four months, 24% 





at the half. 


Retail (by EIA) was up 26% at four 


months, 28% at five and slipped 
slightly to 22.8% at the half. 


Phonos were steadily up—ship- 
ments up 15% at four months, 18% 
at five and up 21% at six; retail up 
a repeating 22%. 


Economists have no sweet talk for 
the immediate future. They know 
only that Mrs. Kowalski is not buy- 
ing, that she’s a little scared of 
things in Europe and Africa and in 
space. She knows the administra- 
tion is about to change and perhaps 
the economy too. She’s hanging on 
to her money. If she fears war, 
she’s not hoarding because _ she 
knows inventories are high and 
merchandise is plentiful. 

Durable goods are more sensitive 
than soft goods which helps explain 
why appliance-TV sales are down 
1.5% (see Business Trends) while 
all retail holds even. Disposable in- 
come is up, but so are consumer 
savings. Debt is down. NARDA’s 
solution was. simple, Olympian: 
Mrs. K has the money; sell her! 

The above analysis is based on 
factory shipment reports from Na- 


tional Electrical Manufacturers 
Assn. (NEMA); Gas_ Appliance 
Manufacturers Assn. (GAMA): 


American Home Laundry Manufac- 
turers Assn. (AHLMA) and Elec- 
tronic Industries Assn. 


(EIA). 
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HERE'S THE ALL-NEW St¢0DeCI FLOOR CARE SENSATION 


the hottest, traffic building, volume building 
floor care money-maker in ee 


1/6 pig tae ag 
bhatt raw / 


want 7 



















ALL PURPOSE/TWIN BRUSH 


RUG CLEANER AND 
FLOOR CONDITIONER 








nnbeam 


QUALITY 


FLOOR 


CLEANS 








ok Recommended 
4 retell price 
: | SF eros 
2 NYLON 2 REVERSIBLE 2 RUG —— ADJUSTABLE 
SCRUBBING BUFFING —POLISH RUG CLEANING 
PADS PADS BRUSHES. ATTACHMENT } 
er! ALL-NEW MONEY-MAKING STEP-UP 
os onty S0UDeAM oFFERs scuxe SENSATION! 






AMERICA’S MOST COMPLETE Sunbeam 
=, Fuoon cane center] SMMM3¢ 

4 a RUG CLEANER AND on 
| FREE 8% [oc conor | = 


Two of America’s greatest 

| a merchandising names Sunbeam and 
Johnson's Wax offer a complete 
floor care center for your customers. 2 HEAVY-DUTY 2 LONG-LIFE 2 SPECIAL LAMB’S WOOL |- 


You become professional floor care SCRUBBING POLISHING RUG CLEANING BUFFING 
counselor. Profitable add-on Johnson's BRUSHES BRUSHES BRUSHES PADS 


























Floor care products. Profitable, ow 
——== traffic-building repeat business. up. PLUS! ADJUSTABLE RUG 
@®SUNBEAM % For details see your Sunbeam Floor Care Distributor c = CLEANING ATTACHMENT 





CONTACT YOUR Sunbeam FLOOR CARE DISTRIBUTOR NOW! 


Sunbeam quality and value 
will outsell ali others 





SUNBEAM CORPORATION, FLOOR CARE DIVISION e ° De ept. 278 © 5600 Roosevelt Road, Chicago 50, lin 
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Thee TORSTMASTER 
"Portable Plus” Mixer 


New, lightweight, super-powered TOASTMASTER “Portable Plus” 
Hand Mixer, with its own exclusive mixing stand that actually folds up. 
Makes quick work of heavy mixing jobs; thick cookie batters, candy 
recipes, mashing potatoes, etc. Breezes through all of ’em, yet is whisper- 


quiet. Sell ‘‘Quiet-Power” .. . 
opportunity for you. 


® SAFETY EJECTOR LOCK—prevents 
accidental release of beaters while mixer 
is operating. Exclusive! 


@ CHOICE OF 3 SPEEDS—high, medium 
or low speed available as needed for 
any mixing job. 


® NEW "“FOLD-AWAY" STAND—avail- 
able at extra cost. Folds for quick stor- 
age in drawer. Hangs on wall. Base com- 
partment holds cord and beaters. 2-posi- 
Model 17A1 


tion turntable 
* 
$1995 
Mixer only. 


(color selection at right) 


TOASTMASTER’ 


a new idea in mixers... 


a new profit 


@ DETACHABLE ELECTRIC CORD—can 
be removed easily for convenient, out- 
of-the-way storage. 


@ EXCLUSIVE EXTRA-CAPACITY 
BEATERS—made bigger to give better 
mixing results. 


e DUAL THUMB-TIP CONTROLS— 
located in natural position atop handle 
for easiest possible access. 


© LIGHTWEIGHT— weighs only 2 Ibs. 11 
oz. and is perfectly balanced for easy 
handling. 


® CHOICE OF 4 COLORS—ovailable in 
Pink, White, Turquoise or Yellow to please 
every taste. 


* 
Model 17A1-A3 $2995 


Mixer with stand and 
bowl. White only. 
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ELECTRICAL MERCHANDISING WEEK 


PEOPLE In The NEWS 


Connor 
of Sylvania 


Lau 
of Sylvania 


Sylvania Electric Products Inc.— 
George C. Connor was named senior 
vice president with responsibility 
for the company’s marketing activi- 
ties. He was eastern regional sales 
vice president and replaces Barton 
K. Wickstrum in his new job. Wick- 
strum recently was elected executive 
vice president of General Time 
Corp. John E. Lau has been named 
manager of special accounts for 
Sylvania Home Electronics Inc., 
marketing subsidiary. He succeeds 
Richard G. Evans, who resigned. 


assistant 
has been 


Easy—Harry G. Dumas, 
national sales manager, 


named to head the company’s Chi- 
cago divisional sales office. 


Zenith—Jack C. Houseman was 
named district sales representative 
for the Zenith Sales Corp. in the 
area which includes the distributing 
points of Los Angeles, San Diego, 
Phoenix and El Paso. 


Motorola—Edwin W. Lasher has 
been named consumer products di- 
rector of marketing and manufac- 
turing for the Motorola Overseas 
Corp. He has been manager of 
Packard-Bell’s international divi- 
sion and president and general man- 
ager of a Mexican brand name 
manufacturer for Sears stores in 
that country. 


New Home Sewing Machine Co.— 
A. D. Clark has been appointed 
general sales manager. He has been 
general manager of Rockfort Sew- 
ing Machine Co., Rockfort, III. 


Welbilt Corp.—Harold Garrity has 
been appointed exclusive rep for 
ranges and air conditioners in Chi- 
cago. 





DISTRIBUTOR 
APPOINTMENTS 


ADMIRAL CORP.—Baldwin Hall 
Co. Inc., Syracuse, Utica and 
Binghamton, N. Y., and 16 New 
York counties. 


HOFFMAN ELECTRONICS CORP. 
—P. L. Henry Co., Long Beach, 
Calif.; Arthur A. Honig, Los 
Angeles, for downtown Los An- 
geles; Ray J. Folks Jr., Long 
Beach, for Orange County; Er- 
win M. Fisher, San Diego, for 
San Diego, Imperial Counties. 


GREENTREE ELECTRONICS 
CORP.—As manufacturer’s rep- 
resentatives, Logan-Hill “ Co., 
San Francisco, for Northern 
California and northern Nevada; 
Hyde Electronics Co., Denver, 
for Colorado, Utah, Wyoming, 
Arizona, New Mexico, eastern 
Montana; Marty Bettan Sales, 
Flushing, N. Y., for distributor 
sales; Peterson-Rudnick Asso- 
ciates, New York City, indus- 
trial sales in metropolitan New 
York. 


SHELTON METAL PRODUCTS 
CORP.—Selectronair  distribu- 
tors: Kemper-Prager Sales 


Agency, Atlanta, for Virginia, 
North and South Carolina, 
Georgia, Florida, Alabama, Ten- 
nessee, Mississippi, Kentucky, 
Texas and Louisiana. 


BOGEN-PRESTO—As manufactur- 
er’s representative, F. P. Yarussi 
Co., Pittsburgh, for West Vir- 
ginia and western Pennsylvania 
(high fidelity and sound prod- 
ucts). 


AUDIO-EMPIRE—Manufactur- 
er’s representatives, J. Malcolm 
Flora, Inc., Plymouth, Mich., 
and Flora Sales Co., Grand Rap- 
ids, Mich.; Winfield Electronic 
Sales, North Miami, Fla.; Forest 
J. Carleen, Minneapolis, for 
Minnesota, South Dakota and 
North Dakota. 


TRAV-LER RADIO CORP.—As 
manufacturer’s representatives, 
Manny Garbin, Latham, N. Y., 
for upper New York State; S. 
Steinberg & Associates, Detroit, 
for Michigan; Meyer-Cotlar & 
Associates, St. Louis, for east- 
ern Missouri and southern Illi- 
nois; Edward W. Link Co., Pitts- 
burgh, most of Pennsylvania 
and adjoining areas; Richard E. 
Scott, Sterling, Ill., northern 
Illinois and eastern Iowa. 
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The Prize Came From Kelvinator 
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HIGHLIGHT OF CONVENTION of the National Assn. of Retail Grocers was a 
drawing for a Kelvinator freezer-refrigerator. L. Jack Gage of Kelvinator, right, 
and Joseph J. Quinn of the “Saturday Evening Post” are shown with Mrs. Scott 
Detrick, wife of the president of NARGUS, at the drawing. 


TOASTMASTER" is a registered trademark of McGraw-Edison Co.. 
Elgin, Il). and Oakville, Ont. © 1960 *Recommended Retail Prices 
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White Plans To Double 
Sewing Machine Sales 


... by proving that the sewing machine no longer is an intricate 
specialty product and needn’t be merchandised as one. And by 
converting company-owned retail outlets—once thought neces- 
sary to sell machines—to independent dealerships 


“We think sewing machines are 
compatible sales items with vacuum 
cleaners and, for that matter, with 
any other home appliance,” says 
R. E. Isaacson, vice president and 
general manager of the White Sew- 
ing Machine Company’s home equip- 
ment division in Cleveland. “Our 
conversion to independent dealer- 
ships has given us proven perform- 
ance in better sales motivation, 
better promotion and advertising. 

“So, we’re looking for new deal- 
erships among many types of gen- 
eral purpose stores, appliance stores, 
small town department stores, and 
even small out-of-the home dealers 
—all providing they can merchan- 
dise appliances.” 


White’s new dealerships range in 
size and kind from such companies 
as J. Blumberg Furniture Co., Wau- 
kegan, IIl., to Paramount Radio Co., 
Omaha, Neb., or W. C. Stripling Co., 
Ft. Worth, Tex. 

Beginning in 1956, White decided 
to test the appliance industry pat- 
tern and converted 50 leased con- 
cessions in department stores to 
independent dealerships. Perform- 
ance in a majority of cases wassim- 
proved and an additional 50 com- 
pany-owned operations were test 
converted. When, after 18 months, 
these, too, showed an improvement 
in most cases, 
entirely to independent dealerships 
was made. The conversion was com- 
pleted in October, 1959. 


“We found we were maintaining 
an unnecessary double supervisory 
force in our field sales organiza- 
tion. These outlets, particularly the 
department stores, were just as 
interested and able in maintaining 
customer relations and service as 
our own field staff. Releasing our 
field people from this close super- 
visory aetivity gave them more time 
to concentrate on establishing new 
dealerships,” comments Isaacson. 
White and Domestic brands deal- 
erships have increased from about 
500 in 1956 to 700 in 1957; 1,000 in 
1958; 1,400 in 1959; and to 2,000 
in 1960. Once strong in the East, 
Midwest and Far West, White has 
substantially strengthened its posi- 
tion in the South and the Southeast. 
Formerly concentrated in the cen- 
ters of major marketing areas, White 
is improving its coverage in smaller 
towns and fringe marketing areas. 


White’s protected franchise policy 
is continuing on the premise that 
it will build a sound dealer rela- 
tionship over the long haul. 

“We lost less than 5% of our 
former outlets during our recent 
changeover,” says Edward S. Red- 
slig, White president. “We think 
that remarkable display of loyalty 


chine. 


the decisiom:to ga 


is based mainly on our policy of 
the protected franchise. We believe 
we get better dealers with this 
policy, too. Franchise decisions are 
based on careful county-by-county 
sales area analyses.” 


“Some manufacturers have con- 
fused teaching how to use a sewing 
machine with selling the equip- 
ment,” continues Reddig. “We think 
most people buying a new machine 
already know how to use one.” 

White plans to put all machine 
and operator instructions on tags 
that will hang on the machines. 
“There are much more serious main- 
tenance problems with a refrigera- 
tor and more complicated operator 
problems with a power mower than 
there are either with a sewing ma- 
Yet manufacturers simply 
hang tags on both these items and 
sell them. That’s what we intend to 
do with sewing machines,’ says 
Reddig. 


Static displays, similar to those that 
might be used to display small 
radios, will be provided by White 
for its sewing machines. Larger 
point-of-purchase cards, giving 
step-by-step directions on effec- 
tively demonstrating the machine 
will be a part of the displays. 
Carrying its policy of taking sew- 
ing machines out of the specialty 
selling class one step further, White 
has started merchandising sewing 
machine notions and supplies for 
all makes through as many national 
retailing chains as can be lined up. 
Seam rippers, bobbins,  pullies, 
measuring tapes and machine oil 
are being packaged in individual 
plastic bags and displayed on wire 
racks in such chains as Rexall and 
Fisher Foods. “Why should the 
housewife be asked to travel all 
the way downtown to buy a small, 
easy to replace item for her sewing 
machine?” Reddig asks. 


Appliance dealers have been slow 
to take on sewing machines, prin- 
cipally because they still remem- 
ber the day when the sewing ma- 
chine was considered too complicat- 
ed for the general appliance salesman 
to handle. White’s 20 field sales 
managers have in some cases been 
dragging their feet at losing the 
“specialist” stand so long associated 
with sewing machine sales. 


“We’re now selling about 150,000 
sewing machine units a year in the 
U. S. and Canada,” says Riddig. 
“We are shooting for 300,000 units 
annually, or about 20% of the mar- 
ket. That target could go higher 
because sewing machine sales close- 
ly follow the rate of new family 
formation which is due to increase 
over the next few years.” 





Another Addition For Regal 


e J. O. Reigle, president of Regal 
Ware, Inc., Kewaskum, Wis., an- 
nounced that a new 16,000-sq-ft. 
building—the 11th factory addition 


in 15 years—would be completed 
by September. It will increase floor 
space to 200,000 sq. ft—in 1945, 
floor space was 18,000 sq. ft. The 
shipping office and warehouse space 
will be in the addition. 
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OPENER 


ACTICCLE cutting wheel 


with ACTOT 


The TOA STMASTER 
Automatic Electric Can Opener 


Beautiful! Powerful! 


Reliable! Features the unique “Action-Angle”’ 


cutting wheel that slices cleanly and smoothly through all cans and tins 
. never leaves a jagged edge! Engineered so it can’t stall in mid-turn, 
regardless of size or shape of can being opened. 


® “ACTION-ANGLE” CUTTING WHEEL 
—angled down 30° and turned in 8° to 
achieve a remarkable safety-smooth 
edge. Cutting wheel is carborized .. . 
won't dull because it sharpens itself as it 
cuts. Smooths the can rim. 


® POWERFUL HEAVY-DUTY MOTOR— 
step-down gears multiply power almost 
100 times! Gives cutting head all the 
power it needs to cut through all sizes 
and shapes of cans with smooth, easy 
action. 


® ALNICO V “FLIP-UP” MAGNET—set 
in place on can by touch of the finger. 
Flips detached can top up high so juice 
drips neatly back into can. 


@ SUPER SAFE “STOP-ACTION” LEVER 
—permits operator to always be in full 
control of cutting action. Removal of 
pressure on lever stops can opener in- 
stantly at any point in cutting cycle. 


@ CHOICE OF 2 BEAUTIFUL FINISHES— 
available in luxurious all-chrome or mod- 
ern white baked enamel finish. 


TOASTMASTER 
Homewares 


Sst in Elecltio 


© STABLE, WELL-BALANCED CASE— 
has low center of gravity, stays “rooted” 
to the spot, Won't creep, jiggle or slide. 
Finger-grip slot in rear for convenience 
in carrying’ and storage of excess cord. 


@®EASY TO CLEAN—entire cutting as- 
sembly can be removed for quick, thor- 
ough cleaning. Eliminates messy, unsani- 
tary food deposits on cutting head. 


Model 22A1 (white) $2495 : 
Wall mounting bracket included 
795" 


Model 22A1 (chrome) $2 
Wall mounting bracket included 


TOastmasver ETLAgT g 
DIVISION, " 
Mc GRAW- EDISON Tf 


TORSSMAT ES is . reatetered trasespast of aie Edison Co.. 


Eigin, Ill. and Oakville, Ont. © t 


*Recommended Retail Prices 









ELECTRICAL MERCHANDISING WEEK 


For the 7th straight year... 


Sensational PHILCO 
“GUESS MISS AMERICA” 4 
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Monday, August 29th, thru 
Saturday, September 10th 


AT YOUR STORE! 


, i i ae a a a a a a ae a ae a a a aes 


Each year the Philco “Guess Miss America Contest” has brought thousands of 
prospects to dealers’ stores all over America. For 1960, Philco makes the appeal of 
this nationwide contest greater than ever before. This year your prospects and 
customers can compete not only for local prizes but will participate in a National 
Contest in which the winners will be awarded costly new Miss America television 
sets. Everything you need to cash in on the universal interest which Philco’s 
television sponsorship has created for this glamorous event is ready now at 
your Philco distributor. 


+ + + + + + H F 
+ + + + + & HF F 


Backed by the 2 Biggest TV Special Events 
of the Fall Telecasting Season 
...brought to you by PHILCO 


Th 
© Miss wy tmerica 
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70 MI LLION 
Estimated Audience—9O MILLION 


CONTEST TIE-IN MATERIAL IS YOURS, NOW 


Make Your Store Contest Headquarters. A complete kit of material to identify your store as 
headquarters for the ““Guess-Miss America Contest” is ready at your Philco Distributor: pictures 
of all the girls, window streamers, floor displays, entry blanks. And what’s more, your Philco 






salesman will help you trim your window. Ask him! 


YOU NEED 
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First—and only from PHILCO... 


"DROP-IN" REMOTE 


Wireless TV Tuning 


A brand new merchandising concept that 
simplifies your inventory problems and gives 
complete freedom of choice to your customers 


Philco “Drop-In” Remote Con- 
trol, as its name implies, can be 
added easily and simply to any 
Philco Mastercraft television con- 
sole. The entire installation can 
be made in 10 minutes or less. 
There’s nothing complicated, noth- 
ing to solder, no technical knowledge 
needed. Anyone can do it, in the 
dealer’sstoreorthecustomer’s home. 














For the first time, thanks to Philco, television dealers will enjoy 
complete flexibility in the merchandising of wireless remote control. 
At last, it becomes easy for the dealer to stock and sell and buy. 
With Philco “Drop-In” Remote, all Phileo Mastercraft TV con- 
soles can be sold with or without wireless remote control. No 





longer need you tie up your capital in “‘some of each’. All you need Philco “Directa” Wireless 
with Philco is a limited stock of Philco “Drop-In” Remotes. At pn gle nor goes. Sage 
the time of the sale or anytime later, you can add wireless remote touch turns the set on or 
control in 10 minutes. off, changes channels, ad- 
justs volume to 3 levels. No 
No longer need you be concerned with overstock, markdowns wires, no cords, no batteries. 
and liquidations because of duplicate inventory. It’s the sensible 
most and profitable way to merchandise and sell wireless remote con- 
trol. And it’s yours only from Philco! 










d d Va N C e ( Saturation advertising 


geared to your local market 














in y 
featu fon Philco’s fall advertising campaign will use every medium to pre- Distributor’s 
sell your customers. Network TV including the Miss America RANCHISE 
Pageant, national magazines and, most of all, a saturation schedule F GE 
in local newspapers, specially tailored for your own market condi- P ACKA 







Nl tions. Share in the fall Philco profit-making program! 
ISON 
you need 
















DATELINE EUROPE: 


German White Goods 
Don’t Meet Demand 


a By LAURENCE WRAY, EDITOR 


The 14th in miseries of reports written on the scene in Europe 


And now, after our recent pieces 
on the radio-TV situation, let’s take 
a look at some of the problems and 
progress of the white goods busi- 
ness in Germany with special em- 
phasis on the two major products— 
refrigerators and washing machines. 
I could not get around to see all 


the producers, but certainly Linde 
in the refrigerator business, AEG 
in both the refrigerator and washer 
business and Constructa, the big- 
gest washer manufacturer in Ger- 
many, were mines of information. 
Certainly there are plenty of others. 
Bauknecht and Bosch are probably 


the largest producers of domestic 
refrigerators in Germany; Linde is 
the largest industrial, commercial 
and domestic manufacturer of all 
types. Biggest washer manufactur- 
ers are Constructa, AEG and Miele. 
Bauknecht has only recently en- 
tered the washer field, but should 
be one of the top producers in the 
years ahead. 


The refrigerator business in Ger- 
many has shown the same astonish- 
ing growth during the past decade 
as it has in England, France and 
Italy. From sales of about 100,000 
units annually in 1950 (about half 
of them absorption types), the busi- 
ness jumped to over 800,000 by 1955 
and to over 1,500,000 units by 1959. 
Bulk of the business today, of 
course, is in compressor-type units. 

When you visit the great Mainz- 
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A Frigidaire dealer talks about her franchise .. . 


Loyal dealers, like Mrs. Nides, are our greatest asset. But loyalty works 
both ways. There’s our responsibility to dealers as well as their responsi- 
bility to us. So we spell out everything in the Frigidaire written franchise. 
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Nessie Nides is a Frigidaire dealer in Denver. And, as you see here, she’s also an 
enthusiastic user of Frigidaire products in her own home. So she must like what she 
sells. She’s just as enthusiastic about her Frigidaire franchise. Here’s what. she says: 


"| like everything about the Frigidaire franchise !" 


“It gives me a brand name folks admire, dependable 
pricing, and cheerful assistance when I need it. 
By assistance I mean service and sales training—really 
everything! And Frigidaire puts it all in writing.” 


FRIGIDAIRE 


PRODUCT OF GENBRAL.. MOTORS 





Kostheim plants of Linde, claimed 
to be one of the most modern re- 
frigeration factories in Western 
Europe, you get some inkling of the 
vast expansion taking place in the 
industry in Germany. Linde has 
other plants at Weisbaden for in- 
dustrial refrigeration products and 
at Suerth near Cologne, but the 
Mainz plant’s output of some 1,500 
units a day is concentrated almost 
wholly on domestic refrigerators 
and some commerical freezer chests. 
N. O. Nicolai, export manager for 
Linde, said that only about 20,000 
food stores in Germany had such 
freezer chests, but they were usual- 
ly small. The entire country has no 
more than a score of supermarkets 
of the American type, but there is a 
definite trend for small food retail- 
ers to join into cooperatives, engage 
in joint purchasing, and open larger 
establishments, according to Mr. 
Nicolai, who feels that the next 10 
years will see hundreds of super- 
markets come into existence. Linde, 
of course, expects a heavy demand 
for large capacity freezer chests. On 
the other hand, the German haus- 
frau is not much different from her 
other European sisters in her pref- 
erence for shopping for fresh food 
daily. Frozen food has made little 
headway and the home freezer, or 
the refrigerator-freezer, is __ still 
virtually unknown in Germany. 




























































Unlike the U. S., refrigerator busi- 
ness is highly seasonal in Germany 
and most of the selling is concen- 
trated in the three-month period of 
April through June. This short sales 
season holds good in other European 
countries, too—a factor that seems 
to hold good in areas of low satu- 
ration. Another factor common to 
all the countries is the preference 
for the 4-cubic-foot table-top mod- 
el. At Linde’s, about 75% of their 
production is concentrated on these 
small boxes, with the remainder 
going to free-standing 5- and 6- 
cubic-foot models. Both factors— 
short spring sales season and small 
capacity models—were typical of 
the American market in pioneering 
days of refrigerator selling. It is 
reasonable to assume, _ therefore, 
that increasing acceptance and 
ownership of refrigerators by Ger- 
man families in the years ahead will 
spur demand for larger and larger 
capacities. The addition of freezer 
storage compartments, as _ frozen 
foods become more popular, will 
stimulate the trend. 





German refrigerator manufacturers, 
of course, are determined to hold 
on to their lead as exporters, de- 
spite increased competition from 
French and Italian manufacturers. 
Linde, for instance, started export- 
ing its refrigeration products a 
scant year-and-a-half ago, but ex- 
ports today account for roughly 
25% of its production. Bulk of its 
exports go to Belgium, Holland, 
Portugal, Austria, Finland and Eng- 
land (where Linde claims to be the 
biggest non-British supplier). Ex- 
ports to France are getting under 
way, but, as we pointed out in a 
previous column, the French de- 
mand that refrigerators imported 
into their country be equipped with 
a French. compressor (manufac- 
tured, incidentally, by Unite Her- 
metique, a licensee of Tecumseh in 
France). That means that Linde 
first must import French compres- 
sors, even though made to Linde 
specifications, before they can re- 
export finished boxes back to 

Continued on page 16 
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Wy, Introducing Philco’s 


with Patented Philco 
Cool Chassis Construction 

























Another of the superb 
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Made for the customer who demands quality, in performance, con- Put it to work for you! 
struction . . . and good taste! One of the authentically designed Philco : penny Foon eg Consiredian 


Miss America Series, built with the careful craftsmanship of the © 20,000 volts of regulated Wincheas tivenete © 


Mastercraft Collection, the TRADITIONAL has all the qualifications Le - Control 
to generate the higher unit sales which are the secret to profits in : canal da alii The exclusive Philco development that gives 
today’s market. Patented Phileo Cool Chassis construction insures © Ultra-Sensitive Cascode Spur full flexibility to your inventory! Sell any Phileo 


Mastercraft TV console with or without remote 


the reliability and freedom from service headaches which are the first oma - sai tuning. Install in 10 minutes for those who 
- Cee oee ; -in. overall diagonal picture; : : . : : 
requirement of discriminating customers. 282 sq. in. viewable area jv 5a li “roman svobie enue, Fale 


Control turns set on or off, 
changes stations, adjusts 
volume 3 ways. No wires, 


Philco’s Saturation Advertising Campaign no batteries. 
will build sales in your market. CASH IN! 


Switch Tuner 





The important part of Philco’s fall advertising and promotion EXTRA Ask your Philco 
campaign is its prime emphasis on the local markets. In addi- Distributor about 
tion to magazines and network TV, saturation program tailor- PROFITS the HOT DEALS 


made for your market will bring you traffic and sales. Join up in his 


for profits! FRANCHISE PACKAGE 





YOU NEED 
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HOW’S BUSINESS? Here’s the answer for 27 key markets which 


cover 15% of the U.S. buying public. Based on flash reports of dealer 
sales in the areas served by these utilities, the chart provides you with 
an authentic, timely index of retail sales. It’s an ELECTRICAL MER- 
CHANDISING WEEK exclusive. 
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Dayton Power & Light Co. 
Central Illinois Public Service 
Kansas Gas & Electric Co. 
Kansas Power & Light Co. 
Nebraska-Iowa Elec. Council 
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Kentucky Utilities Co. 

Chattanooga Elec. Power Bd. 
Nashville Elec. Service 

Florida Power & Light Co. 

Florida Power Corp. 

Tampa Electric Co. 
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Dallas Power & Light Co. 
Gulf States Utilities Co. 

El Paso Electric Co. 
Southwestern Electric Power 


New Orleans Public Service 


IN THE WEST 





Idaho Power Co. 

Pacific Gas & Electric Co. 

Pacific Power & Light Co. 

Washington Water Power Co. 
NATIONAL 
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June Didn’t Bust Out All fice 


The sales picture was anything 
but encouraging in June. Reports 
gathered from 27 leading utilities 
throughout the country reflected a 
general feeling of apathy among the 
buying public. Refrigerators, freez- 
ers, water heaters, washers and 
television all registered drops in 
unit sales, while the big surprise 
was the highly disappointing show- 
ing made by air conditioners—down 
19% from June 1959. 

The six months’ story wasn’t much 


better. Four appliances—water heat- 
ers, washers, air conditioners and 
television—continued to lag. Four 
other items—freezers, dryers, re- 
frigerators, and ranges—showed 
gains which can best be described 
as minimal. Only the dishwasher, 
at a plus 20%, raised any eyebrows. 

Regionally, the East again led the 
way. Sales were up in most areas 
with the freezer, TV and the dryer 
the “hot” items. The four big utili- 
ties on the West Coast reported lag- 


ging sales and in the Midwest and 
the South, the story was the same- 

poor buyer response with no ap- 
parent reason. 

Promotions and heavy advertis- 
ing failed to stir the public. With 
the exception of a few areas, the 
utilities were looking to the fall as 
the “saver” period. Some experts 
explained it this way: The buyer de- 
ferred purchasing in recent months 
hoping that he would be able to 
buy the same goods at a cheaper 
price later in the year. Whatever 
the reason, the figures indicate he 
certainly wasn’t buying in June. 





ELECTRICAL MERCHANDISING WEEK 


FINANCIAL NEWS 


Granco Products, Inc., stockholders 
approved the terms of an agree- 
ment under which Emerson Radio 
& Phonograph Corp. will buy at 
least $3 million worth of Granco 
radios annually and will handle all 
consumer sales and merchandising 
for Granco. Under the agreement, 
Emerson also receives an option to 
buy 540,986 shares of Granco stock. 


Atlas Tool and Manufacturing Co., 
St. Louis, has purchased the reel 
mower manufacturing equipment of 
Heineke & Co., Springfield, Ill. At- 
las_ will manufacture Heineke’s 
“Excello” reel mowers under its 
trade name ‘“Atlas-Aire.”’ 


Jerrold Electronics Corp. has sold 
nine community antenna systems 
and two microwave companies to 
H & B American Corp. for approxi- 
mately $5 million. The sale is sub- 
ject to approval of Jerrold stock- 
holders. 


Gamble-Skogmo, Inc., has _ pur- 
chased more than 40% of the voting 
shares of Investors Syndicate of 
Canada, Ltd., from Zeckendorf’s 
Webb & Knapp (Canada) Ltd., and 
a large Canadian bank. The move 
marked Gamble-Skogmo’s initial 
step to diversify its activities and 
add to its growth potential follow- 
ing the sale of its holding in West- 
ern Auto Supply Co., said G-S 
President B. C. Gamble. 


German White 
Goods Problem 


CONTINUED FROM PAGE 14 

France. But they have a wary eye 
out for business in the French col- 
onies, sans restrictions, where they 
expect to do 100,000-150,000 units 
a year within the near future. 





Domestically, Linde sells almost ex- 
clusively through wholesalers who 
contract to buy in volume, who per- 
form an efficient warehousing func- 
tion and who, in turn, sell to the 
major appliance dealers—a situation 
paralling that of the U. S., but far 
different from other European coun- 
tries where the wholesaling func- 
tion has withered into virtual non- 
existence. Unlike the radio-TV 
business, there is no price cartel on 
white goods. The manufacturers 
have list prices, upheld by the 
wholesalers, and there is a sort of 
unwritten agreement among these 
two powerful factions that dealers 
who cut prices will find their source 
of supply cut off. At the end of 
1958, for instance, heavy inventories 
of refrigerators existed, but the 
manufacturers even took back 
quantities of unsold refrigerators, 
rather than abandoning their firm 
stand on list pricing. To be sure, 
they cut their own list prices a 
couple of times, but they didn’t 
budge on their refusal to permit 
dealers to undercut further. Bigger 
retailers, of course, are entitled to 
quantity discounts, usually ranging 
from 3 to 5%. And on cash sales it 
is generally admitted that the cus- 
tomer might get another 5% dis- 
count, but that’s still a far cry from 
the frenzied 20-30-off talk we have 
learned to live with. 

What with price cartels and “un- 
written agreements” these Germans 
can be rough on would-be dis- 
counters. 
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Now, Philco brings you the merchandising flexibility of 


"DROP-IN" REMOTE 


~ For the most 
advanced 
features 

in Television 


you 
Haat 


Wireless TV Tuning 


in the magnificent new 


A rare combination of elegance and convenience, plus the unmatched 
performance and quality of Philco Cool Chassis construction, yours 
to sell to your discriminating customers in the superb Miss America 
Colonial. From the magnificent Phileo Mastercraft Collection, the 
cabinet is hand-crafted and hand-finished in superbly grained maple 
solids and veneers. And with the famous Philco Cool Chassis your 
customers are assured not only the utmost in picture quality but 
freedom from service headaches. 23 in. overall diagonal picture, 282 
sq. in. viewing area. 


Saturation Advertising Campaign 
geared to your local market 


In addition to a complete national advertising campaign in national 
magazines and network television, Philco’s fall advertising and pro- 
motional program will concentrate on local markets. Hard hitting ads 
and promotions, geared to the special needs of each locality to create 
traffic and sales for Philco dealers. Join up . . . Cash in! 


“« 


Built to the time-honored tradi- 
tion of custom craftsmanship in 
Phiico'’s own furniture factories, 
largest in the industry. 


Exclusive 
“DROP-IN” REMOTE 
Wireless TV Tuning 


At last, complete merchandising flexi- 
bility in remote control! You can sell any 
Philco Mastercraft Console with or with- 
out wireless TV tuning. Install it in 10 
minutes when desired. Simplifies your 
stock; saves in- 
ventory _ losses. 
Philco Remote 
Control turns set 
on.or off, changes 
stations, adjusts 
volume 3 ways. No 
wires, no batteries. Directa Wireless 
Remote Control 





Don’t miss the introductory 


FRANCHISE 
PACKAGE 


your Philco Distributor 
is making now. Hot Deals 
that mean EXTRA PROFITS 
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OLIVE P. GATELY says 





I’ve a hunch it isn’t only women 
who get confused with this super- 
sonic double-talk that gets bandied 
around in the world of TV, radio, 
stereo, record players—and what 
next. 

Let’s continue the word associ- 
ation test we started last month 
(EM Week, July 18), this time in 
the realm of the airwaves. 


‘Brown Goods Talk 
Can Be Double- Talk 
To The Housewife’ 


Remember the rules? The test-giver 
says a word. And you say the’ first 
thing that pops into your mind. For 
example: ‘“Tiger—stripes; ham— 
eggs.” 

Alright, let’s go. The first column 
contains the words you use in your 
brown goods sales talk. The second 
column contains a likely woman’s 
reaction. 


You Say She Thinks 
PO iercseteascbbveectns space talk for to 
point in the right 
direction 
supersonic............. junior’s space suit 
high fidelity.......... true to you forever 
TEBMIBIB UOT. .c0hoccic.) high-toned for bus 
driver 
uni-couple............ boys and girls to- 
gether 
stereophonic......... message from Mars 
sound (Soviets mixed 
up in this?) 
monaurally........... one wife 
visual stereo..... .goodie! a new re- 
control ducing diet! 
balance 
compatible. lived happily. ever 
fidelity after 
yt: | es muddy footsteps 
tracking on the clean 


kitchen floor 
three-channel...... three roads—like 
stereo to Rome 


ELECTRICAL MERCHANDISING WEEK 





it’s new « it makes indoor air outdoor fresh « it destroys more 





air-borne bacteria * it removes more pollen and dust « it treats 


more air ¢ it’s guaranteed for a full year « it’s styled to sell 


- it’s quiet + 1t’s the Pentronaire Purifier - and this is 





VWAAQVUVAMUIHAAN 
VVAAMVUANAVIAN 
WAIL 


\M\ 
\\M\ 


Model AP-400 
$79.95 


the only portable purifier with industrially proven 


lonray Cold Cathode Electronic Tube 


















PENTRON SALES CO., INC. 
Subsidiary of Pentron Electronics Corporation, 779 South Tripp Avenue, Chicago 24, Iilinois ie 
Exclusive Distributor Franchises available. Write for details. Cae" 


And be. sure to see the best balanced line in tape recorders... 


> 
. ie 





u 
U.S. Patent £2,941,265 


.Pentron foro] 






















higher lateral...... pig latin for good 


bass level bass fishing? 
tweeter.................. sings like a bird 
woofer.............. ...rover wants to go 
outdoors 
auditory per-..... .candidate for vale- 
spective dictorian of his 


class, maybe 
uni-grove.............. recreation park— 

down by the 

maple trees 
multi-channel...... well-dredged har- 


bor 
COMBONG..2.- dtcseee..5:002 sympathy 
component............ fruit component, 
for example; 
more elegant 
than compote 
feed back.............. something to do 
with hogs 
speaker systems..political build-up 
transducer............. seducer — across 


state lines 
separation stereo..headed for divorce 
low frequency..... why can’t they say 
high frequency often or seldom? 


solid state............. solid south—all- 

electronics democratic elec- 
tions 

Come: OrTN:...........:. artificial arm—re- 


sult of war 


And that’s only the beginning. The 
little lady gets a big fat zero for 
understanding. But she _ couldn’t 
care less. You’re the one who should 
care. You’re the one with something 
to sell. 


In my dictionary “communicate” is 
defined in part as “to cause to be 
common to others; to impart, as 
news; to bestow; to reveal.” The 
word “reveal” is the one that really 
gets me. 

How much do any of us in this 
communications business—writers, 
columnists, reporters, copy people, 
manufacturers, dealers, distributors, 
sales people—reveal in the language 
we use with the customer? Lan- 
gauge should influence customers 
to buy our merchandise. It should 
help bring in greater profits. But 
does it—if they don’t know what 
we’re talking about? 


If we’re going to stay in this com- 
munications business, let’s Com- 
municate, with a capital C. 

Off hand I don’t know the sta- 
tistics—nor do I believe that I care 
—about how many stereo enthusi- 
asts there are who talk this sonic- 
talk-all-their-own. I suspect that 
they really account for a _ nice 
healthy sales volume in the stereo- 
phonic industry. That’s fine and 
dandy. I wouldn’t change it for the 
world. 

I’m just suggesting that perhaps 
if we forget the “Tower of Babel’ 
language the proud engineers, in- 
ventors and fanatics have cooked 
up, and got back to nice, clear words 
of one syllable that even we women 
can feel at home with, we might— 
might, mind you—double, triple, 
even quadruple that sales volume. 

After ail, “I love you” is a pretty 
powerful sales argument .. . and 
those three little words are short, 
sweet and simple. 


ABOUT THE AUTHOR—Oilive P. 
Gately is uniquely qualified to talk to 
dealers on behalf of women every- 
where. A native of Boston, she has 
lived and worked in Cleveland, San 
Francisco, Dallas and New York. She 
is widely known as an advertising, 
marketing and sales promotion con- 
sultant specializing in the “home” 
fields. She has worked for Macy’s, 
Sanger Bros., and Jordan Marsh de- 
partment stores. 
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THE 1961-PHILCO 


.-. built in the time-honored tradition of the 
custom cabinetmaker in Philco’s own furniture factory, 


largest in the industry 








Another in the superb DW has Chnenia Doris 








with pr 
DIRECTA ~ — 
“DROP-IN” {j 
REMOTE * 4 
Wireless TV 
Tuning 


Now you can sell any Philco Mastercraft 7 
TV console with or without wireless tun- 
ing. Just install exclusive Philco 
“Drop-In” Remote in 10 minutes. Com- 
plete inventory flexibility, at last! 









YOU NEED 








For your higher unit sales, better dollar margins 
and bigger profits. Philco presents the Miss 
America Modern for your decor-conscious custom- 
ers. In quality of cabinet design and construction, 
it ranks with the finest in furniture. In TV per- 
formance it has the Patented Philco Cool Chassis 
construction, unmatched in the industry for qual- 
ity, reliability and freedom from service headaches. 
The Philco Miss America Series belongs on the 
floor of every profit-minded dealer! 











Slow kiln drying assures 
stability 





Hand tooling of artisic 


panels details 





Every fastening made with 
extra strength 


Precision jigs for accurate 
assembly 





Rich stains and lacquers en 
hance the finish 





Hand sanding of smooth, 
rich grain 


Hand-rubbed and polished 
for lasting glow 








Your Philco Distributor has a 
Special Limited Franchise 
Package that means BIG 
EXTRA PROFITS FOR YOU 

Don’t miss it 











Share in the fall Philco Saturation Campaign of advertising and promotion. In addition 
to a full program of national magazine ads and network TV, local advertising and promo- 
tion gets the Big Emphasis. It will mean traffic and sales for Philco dealers. Join up 


and cash in! 











ELECTRICAL MERCHANDISING WEEK 


Mr. Dealer! When you advertise 


REGINA 


Oj C/ babe 


something wonderful happens... 


Here’s the vacuum that’s on the hot sheet of practically 
every big chain and department store across the country. 
Regina Electrikbroom! The brightest star in the vacuum 
cleaner industry—the one vacuum that draws 
customers in droves—the one vacuum that sells ’em like 
wildfire—shattering sales records month after month! 
Everybody loves this no-work whiz with no attachments 
—half the weight of other vacuums but full-powered 

to do a spotless job. Thousands of leading hotels 

use it daily—it’s so fast and efficient. For quick 

turnover and big profit, order and feature 
Electrikbroom—it’s your number 


one traffic-builder household appliance! 


Other terrific-turnover appliances 
by REGINA 


NEW REGINA ELECTRIKMOP 


Fresh from a triumphant premiere at the Atlantic City Show! 


Scrubs and dries floors automatically. 
Built to do one job and do it best. 


REGINA POLISHER 


America’s most advertised—most demanded! 
The high turnover, step-up line 
for ‘“marriage-trade” to “carriage-trade’’! 


Get the full facts about Regina—MAIL COUPON TODAY! 


THE REGINA CORPORATION, 11 Regina Ave., Rahway, N.J. 
Please rush full information on Regina's money-makers: 


[-] Regina Electrikbroom [_] Regina Polisher [-] Regina Electrikmop 
[-] Please send name of Regina distributor in my area. 


STORE. 





ADDRESS__ 





CITY 0 as 





SIGNED____ 
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New-—and only from PHILCO... 


TV-STEREO THEATRE 


with Patented COOL CHASSIS construction 
and REVERBAPHONIC SOUND System 





































Another exclusive achievement of Philco research. A com- 
plete entertainment center offering the finest in television 
reception and the newest developments in stereo high 
fidelity. Cool Chassis, the patented Philco construction that 
beats the heat, the major cause of TV breakdowns. .. 76% 


longer TV life; cuts service costs. And now, a stereo with Exclusive 


Philco Reverbaphonic Sound System . . . puts the concert = 
hall into the living room! Nowhere else can your customers PHILCO “DROP-IN” REMOTE 
find this quality and these exclusive features in a single Wireless TV Tuning 


entertainment package! 
Remote Control is optional! Philco ‘‘Drop- 


© Patented Cool Chassis Consiruction. © Automatic Picture Pilot, maintains In’ Remote can be installed in 10 minutes, 
No Service Headaches constant contrast. Set and forget when sale is made or later. Saves inventory 
© Custom Stereo Control Panel losses, simplifies your stock. Philco Wire- 


© Reverbaphonic Sound System for 





Stereo and High Fidelity © 4 Speed Multi-Mix Changer less TV Tuning turns set on or off, changes 
© Provision for AM-FM channels, adjusts vol- gos. 
© 20,000 volts of Regulated © 23-in. overall diagonal; 282 sq. in. ume to 3 levels. No C. aN 
Picture Power viewable area batteries. G 


A\A 
Directa Wireless “au 
Remote Control 


F th Share in the great 1961 Philco Merchandising Program 
OF tie ...a saturation campaign tailored to fit YOUR market 
most 
Fall goes all out to pre-sell your customers with national TV 


advanced Network and Magazine advertising. But more important, it 


: concentrates in local markets with a saturation newspaper 
eatures campaign geared to the needs of each market. It’s planned 


. for RESULTS—get your share! 


pee Flee 


The Philco advertising and promotional campaign for the 
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You’ve Got To Get Rid 
of the Old Sets 


ELECTRICAL MERCHANDISING WEEK 


That’s the philosophy of Ernie Meissner of 
M & M TV in San Carlos, Calif. He makes a 
business out of selling new sets to replace 
old ones—and then he makes sure that the 
really old ones stay out of circulation 


SELLING WITH STYLE, an M & M serviceman offers to leave loaner 


in customer's home while pulling old set for shop work. He 
makes sure that the new set blends with the customer's fur 
nishings, thus increasing chance that owner may decide to 
buy loaner. 


SELLING WITH SUGGESTION, M & M serviceman merely leaves litera 
ture if old set can be repaired in the home. Literature may be 
on new TV lines which appeal to the customer or it may be 
on air conditioning which M & M also handles. 





MEISSNER REGULARLY TAKES SLEDGE-HAMMER jo old 


radio and TV sets. Any TV set more than a few years old 


»r which would cost more than $10 to recondition is destroyed. 


Meissner gets more than his share of old radios at break-even,” says Meissner, “because every are all long-time employees who are paid salary 


and TV sets for the simple reason that he has 
lt his selling pattern around the replacement 
tT 

izable service business is ideal for devel- 
ng replacement leads on TV—and Meissner 
s out of his way to get such leads. He'll repair 
et whether he sold it or not since he regards 
ce call as an invitation to get into the 

rs home 
as developed the trade-in market 
annual “Old Radio Roundup 
Days” promotion. He figures his break-even 
point on each set, then grants the difference 
between that and list price as a trade-in for the 
ystal sets. “It pays to sell radio 


aio, ne Nn 


nningd an 


! 
old radio—even 


customer is a potential purchaser of TV or air 
conditioning. We want them on our books.” 


A replacement sale on TV begins when one of 
M & M's five servicemen (three full-time, two 
part-timers) answers a home call. If the set can be 
repaired in the house the serviceman will usually 
do nothing more than suggest that “it would be 
nice to have a second set, wouldn't it?” 

But if the ailing set must be pulled for shop 
work, M & M capitalizes on it. The store makes no 
charge for a loaner—but when the loaner arrives 
it is not an old set but a brand new one. 

Meissner is convinced that it takes good morale 
for servicemen to operate in this way. His men 


for the service work and who collect 5% com- 
mission for sales. 


There’s no need to lose money on service, says 
Meissner, who adds that his firm could make 
money “even if we sold nothing. The idea that 
service is an accommodation just isn’t valid. People 
expect to pay for what they get. But you can't 
make money on service by simply servicing 
what you sell—you’ve got to go after extra 
service volume.” 

And having done that, Meissner is not at all 
opposed to going one step further to capitalize 
on his service business by using it to develop 
new sales. 
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Even in low-end models, you can sell 


PHILCO 
DROP-IN” 
REMOTE 


without inventory problems 


Yes, with Philco, Remote Control becomes a merchan- 
dising asset. With a wide choice of models, you can use it 
to boost your unit sale. Philco ‘“Drop-In’’ Remote is 
optional—install it anywhere, anytime after the sale. No 
inventory problems, no dead stock, complete flexibility 
at last! 


EASILY INSTALLED IN 10 MINUTES! 


Philco ‘‘Drop-In’’ Remote is easily 

and quickly installed, in the store or 

in the home. No soldering, no expert 

eae st knowledge required. Philco ‘‘Directa”’ 

PHILCO 4830. Patented Cool Pg Oe ‘ § Wireless Remote Control fits in the 
Chassis construction. 20,000 * 
- palm, changes sta 
volts of regulated picture tions, turns set on and 

power. Front tuner and out- 4 


92; : : ee off, adjusts volume to 
front sound. 23 in. overall di- a ; ‘> 3 levels. No batteries. 
agonal, 282 sq. in. picture. , 


Distinctive styling. ites 


Directa Wireless 
Remote Control 


PHILCO 3712R. Famous Phileo Compact 
with Patented Cool Chassis Construction 
now with Philco ‘“Directa’’ Wireless Re- 
mote Control built-in! Yes, utter tuning 


i y : convenience now added to finest picture 
4 qi i { quality and utmost reliability. It’s proved 


. . » Phileo Cool Chassis beats the heat, 


Li j* i p major cause of all TV breakdowns. No 
19 Compact WV aa 


© 18,500 volts Regulated Picture Power 


wi th BUILT-IN | ~ : © Powerful Twin Pivot-Tenna 


© “Forward-Mounted” Rectangular Screen 


DIRECTA WIRELESS \ = © Exclusive Automatic Picture Pilot 
REMOTE CONTROL a = Se © Exclusive Spur-Switch Cascode Tuner 


Yes, you can get your share. Because 
Philco’s fall advertising and promotion 


Get yY our share of the program is geared specially to the needs of 
Phileco Saturation LOCAL markets. So see your Philco dis- 


tributor, let him tell you how you can 

Advertising Campaign share and cash in on the benefits of this 
intensive local campaign. National adver- our Philco Distributot : 
tising too, of course, to pre-sell your cus- making now. L? 
tomers: magazines, network TV—but fall 208908 


Extra Profit Franc 
r I! most of all; the most resultful media in 
(YI e | 170 your local market. Get the full details. 
6 


FOR THE MOST ADVANCED FEATURES IN TELEVISION 


YOU NEED 
(se 
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eae 


NEW 


PRODUCTS 


FEATURES THIS WEEK 


Home entertainment lines for 1961 by Capehart, 
Motorola, Webcor, Hoffman and Telectro e Philco 
1961 laundry line e and an interesting collection of 
electric housewares for fall selling 


a 


PHILCO Announces 1961 Laundry Line 


The Philco 1961 regular laundry line 
consists of 3 automatic washers, 3 
each electric and gas automatic 


clothes dryers and 3 Duomatics. 
Top of the washer line is No. W-216 
with five programmed fabric cycles 





PHILCO W-216 WASHER, DE-616 DRYER 


PHILCO DUOMATIC CE-716 





and an automatic soak. A triple duty 
filter-dispenser refilters the entire tub 
of water six times a minute, adds de- 
tergent or bleach powders to wash 
water, dispenses fabric softener into 
rinse. 

Front servicing is a feature of all 
washers; service door opens to give 
access to spin brake, clutches and 
motor assembly. Back splashes and 
cabinet tops are removable. 

W-214 washer has two speeds, two 
cycles, with four programmed fabric 
cycles. W-212 has one-speed, two 
cycles, four water control selectors. 
Top of dryer line has four control 
settings, front-mounted lint trap. 

All dryers have criss-cross tum- 
bling, 170 cu. ft. per minute air flow, 
porcelain top and lids, portable safety 
doors. 

Top of Duomatic line—No. CE-716, 
electric, and No. CG-716, gas—is the 
same basic washing machine as Phil- 
co’s commercial laundry model. 
Deluxe models have an automatic 
bleach dispenser which holds a three- 
week supply of liquid bleach, meas- 
ures, dilutes and adds it after the 
detergent is dispersed. A reservoir for 
fabric softener is controlled to dis- 
pense from one to four ounces. There 
are four water temperature selections. 
Duomatic dryers are automatic; the 
timer control has been replaced by a 
moisture measure control which al- 
lows you to choose the dampness or 
dryness of a load. 

Prices: Washers, W-216, $329.95; W- 
214, $279.95; W-212, $249.95; W-210, 
open. Dryers: DE-616, $219.95; DE-614, 
$179.95; DE-612, open; gas models $30 
more. Duomatics: CE-716, $519.95; 
CE-714, $469.95; CE-710, $379.95; gas 
models $30 more. Philco Corp., Phil- 
adeiphia 34, Pa. 





HOFFMAN Announces Reverberation Stereos 


A sound reverberation unit with con- 
tinuous full-range control is announced 
by Hoffman. 

The device is available as optional 
equipment for 3 of the new 1961 stereo 
instruments: No. 9003 Concert The- 
ater combination 23-in. TV, stereo hi- 
fi and AM-FM radio; also console 
models 8016 and 8014 stereo phono, 
AM-FM radio combinations. It per- 
mits with the turn of a dial, selection 
of ideal sound settings for voice, or- 
chestra and organ. 

The reverberation device generates 
electrically the sound which re-echoes 
and reverberates. It affects primarily 
the middle sound frequencies ranging 
from about 200 to 4,000 cps. 

Incorporated in the control dial is a 
push-pull feature which turns the 
reverberation device on or off, and al- 


lows the listener to maintain a pre- 
selected sound setting on dial even 
when turning the device on and off. 
Prices, from $299.95 to $725. Hoffman 
Electronics Corp., 3761 S.-Hill St., Los 
Angeles. 


HOFFMAN NO. 8014: CONSOLE 
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ELECTRICAL MERCHANDISING WEEK 


CAPEHART Stereo-TV-Phono Units 


The 1960 Capehart collection of home 
musical instruments includes hi-fi 
stereo radio phonos, radio-phono TV 
consoles and stereo phonos. Two col- 
lections of stereo radio phono TV in- 
struments, the Signature and Pana- 
muse series are included. Highlight 
is the Signature series, which pro- 
vides contemporary styling in rare 
wood veneers, gold-washed hardware 
and 3 special finishes. Four basic mod- 
els in this group include a low 35-in.- 
sq. cabinet table with a sliding top 
for easy access to controls of stereo 
record player and simulcast AM-FM. 
Sophisticate, No. ST-63TVHF, features 
a sideboard with 6 inlaid panel fold- 
ing doors concealing a stereo radio- 
phono plus TV. ST-73TVHF is an 84- 
in. console offering parquetry design 
in specially selected wood veneer of 
myrtle burl, cane paneling, and pro-« 
viding a complete studio of sight and 
sound equipment. It can also be aug- 
mented with a special bar section. 
The 4th Sophisticate center consists 
of a group of 3 matching cabinets 
which may be placed side-by-side as 
a complete unit or arranged sepa- 
rately as desired. Each cabinet is en- 


SIGNATURE "'SOPHISTICATE" GROUP 








SIGNATURE ‘'PAVANE' GROUP 


gineered to hold a stereo radio-phono, 
TV set or bar equipment. 

The Pavane group offers traditional 
furniture styling with a lightly an- 
tiqued “Sherry” finish. It has 10 basic 
wood surfaces, Perle d’Or marble and 
solid brass hardware. 


‘Pavane No. PT-147RP, Hunt Board, 


mounted high on forged iron legs con- 
ceals double stereo speakers under 
wide, side overhang. Nos. PT-151RP 
and. PT-143VHF are paneled side- 
boards with brass grill and fabric 
doors. The smaller unit features be- 
sides stereo radio-phono, a functional 
pull-out tray and Perle d’Or marble 
top. The longer, 71l-in. unit has TV, 
features 2 pull-out trays under a dec- 
orative Javanese veneer top. 
PT-149RP is an off-the-floor console 
with slim corner-column detailing, in- 
laid marble top and a facade which 
combines brass grill and wood panels. 
It includes 2 storage drawers in ad- 
dition to stereo radio-phono combo. 
Prices, Signature series, from $795 for 
TV alone; $795 to $1,495 for stereo 
phono with simulcast AM-FM radio; 
and complete home _ entertainment 
‘centers from $1,650 to $2,250. 
Panamuse series ranges from $349.50 
for stereo unit in “Imperial” cabinet 
to $815 for “Botticelli.” Capehart 
Corp., Richmond Hill, N. Y. 





WEBCOR Announces 1961 


Nine portables (6 stereo) and 6 stereo 
console phonos comprise the Webcor 
1961 phonograph line. The 6 stereo 
portables include Festival, Holiday, 
Coronet, Studio, Imperial and Presi- 
dent. All play both stereo and mon- 
aural records at all 4 speeds, inter- 
mixes 10 and 12 lp’s and shuts off 


automatically. 
Festival, No. 1152, has full stereo 
sound, detachable speaker which 


plays hinged to set or extended to 8 
ft.; sound systems of 2 wide-range 
speaker chambers are adjustable for 
perfect balance between the 2 speak- 
ers. Blue or tan and white case. 
Holiday, No. 1153, has 2 corner angled 
speakers that play through sound- 
contact hinges attached to set, or up 
to 8 ft. detached. Adjustable volume 
and tone for each channel. Black or 
blue and white. 

Coronet, No. 1154, has 2 wing speak- 
ers that play through sound contact 
hinges or detached, plus BFD (base 
frequency distribution) channel, 
which feeds bass through a 3rd 
woofer in center of sound system. 
Gray or blue and white. 

Studio, No..1172, has 4 hi-fi speakers; 


WEBCOR IMPERIAL PORTABLE 














Phono Line 


ebony finish. 

Imperial, No. 1163, has 3-channel sys- 
tem with BFD. Speakers for channels 
1 and 2 may be used attached or de- 
tached; 14w dual-channei amplifier. 
Ebony and gray, brown and white. 
President, No. 1150 classic, has 4- 
speaker system; 18w dual-channel 
amplifier; 2 detachable speakers. 
The 6 stereo consoles are available 
with or without AM-FM stereo radios. 
“Stereo Silhouettes” are featured in 
natural walnut or fruitwood; 3-chan- 
nel stereo system featuring BFD and 
the Webcor stereo diskchanger. Mod- 
erne is a deeper-profiled console in 
mahogany, limed oak or walnut with 
5 large oval speakers and BFD 3- 
channel system. 

Constellation uses Moderne chassis 
and sound system plus 2 removable 
speaker systems. Ravinia Coronet, 
Contemporary, French Provincial and 
18th Century top models, have 60w 
dual-channel amplifiers; 3-channel 
sound systems, a variety of finishes. 
Prices, portables from $29.95 to $169.95; 
consoles from $189.95 to $469.95. Web- 
cor Inc., 5610 W. Bloomingdale Ave., 
Chicago 39. 


WEBCOR MODERNE CONSOLE 
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offers a stronger feature story 
. one that will help you 
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RFUL RCA WHIRLPOOL WASHER 


WITH THE W ONDE 
it's SO simple..-S9 automati 


sets itself when 
you touch a button 


; Whatever clothes you are washing 
— : 10 from sheers to wash *n wears to dirtie 
dungarees - -° you automatically have tl 
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rinse conditioner 


e conditioner dis 
ike your clothes 


Pes reduc es stati 


electricity in synthetics cuts 


jroning work and time Just pour 


into the ree epta 


of washing 


automat iy it is injected and 


ie deep rinse at 





whisks soil away with most 
thorough rinsing known 


Thorough rinsing 15 just as 1m 
portant as thorough washing tO 
get clothes sparkling clean. The 
most thorough rinsing known 

q correct ¢ ombination ol penetrat- 
ing sprays with an agit ited deep 
rinse flush away soil and dulling 
soap um 1n an RCA WHIRLPOO! 
Yet, no more rinse water 15 used 


than 1n other makes! 
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Check these 


Free-Flow draining keeps 
clean clothes clean 


With exclusive Free-Flow drain 


Ing, W ish ind rinse waters are 


drained out of 1199 openings in 
the tub away from clothes 


not through them while they 


are held in suspension. Because 


there’s no redeposit of soil and 


soap scum, all clothes come 


out of the wash with a like 
new brightness 


pre-wash soaking for 
heavily-soiled clothes 


A special push-button 
gives diapers and he 
clothes a qulc!} 
washing (witl 

2-minute agit 

before the re 

desired, this 

be used for 

the regular wa 


re completed 


Suds-Miser saves 
soap and hot water 


After the first load is washed, al 
the hot sudsy water is pumped 
nto a storage tub while rinsing 
ind spin cycles take place. At 
the touch of a button, it is re 
turned to the washer and filtered 
ready for the next load. This 
means big savings in hot water 
soap or detergent while washing 


extra loads of clothes. 
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Your choice of many 
beautiful mode/s... 





HA-90 
Imperial model has 2 
speeds, 3 cycles... in- 


cluding wrinkle-free 
washing of wash ’n 
wears. Complete with 
exclusive Magic-Mix 
Filter which removes 
lint on full or partial 
loads and dispenses de- 
tergent. HA-95 with 
Suds-Miser. Available 
in decorator colors. 





1(A-91 


“he Imperial Mark XII has 11 cycles and sets 
tself at the touch of a button. Equipped with 
Vlagic-Mix Filter, the exclusive lint remover 
nd detergent dispenser . . . automatic bleach 
nd rinse conditioner dispensers. HA-96 with 
Suds-Miser. Available in decorator colors. 
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# HA-70 


Top features include 2 
speeds, 2 cycles for all 
regulars and delicate 
sheers, exclusive Magic- 
Mix Dispenser Filter, 5 


wash-rinse temp selec- 





tions, Surgilator agitator 
washing action, thorough 
rinsing and Free-Flow 
draining. HA-75 with 
Suds- Miser 





HA-42 Fa 


This value-packed model 
features 2-speed, 2-cycle 


washing, Surgilator 
agitator, 3 automatic 
wash-rinse temp selec- 


tions (including cold- 
water washing), 3-level 
water control, Free-Flow 
draining and lint filter. 
HA-47 with Suds-Miser. 




































1961 


HA-16 
Top feat 
space. H 
cycle washing, 
water control, 
wash-rinse 
cluding cold 


ures in limited 

as 2-speed, 2- 

3-level 

5-temp 
selector (in- 
-water wash- 
ing), thorough washing 
with Surgilator agitator 
action and lint filter. 


HA-06) 
automatic 
94" wide. 
9-lb. load. 


Space-saving 
washer only 
Does 4 big 
Has automatic filling, 3 
automatic wash-rinse 
temp selections (includ- 
ing cold-water washing); 
Surgilator agitator, thor- 
ough rinsing, Free-Flow 
draining and lint filter 


for cleanest washes. 
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ANOTHER FIRST IN AUTOMATIC DRYING... 


Exclusive Vodubiteda -F-leat- 


in the new RCA WHIRLPOOL provides 
the most gentle drying kKnown...is so efficient! 





...measures the moisture, then 
meters the heat and automatically shuts off 
And, it sets itself at the when clothes are “dry enough”. 


touch of a button Never before has there been such gentle drying, such perfect results 







The ultimate in convenience and sim- in softness and fluffiness of every fabric . . . and such convenience! 
plicity! There are no dials to turn, no The reason is the exclusive Modulated-Heat system that senses the 
complicated controls, no settings to amount of moisture in the clothes, then matches the heat to the 
guess! One button controls all the action moisture. At the start of drying, when there’s more moisture, there’s 
for the fabric selected. Just press the more heat .. . as moisture decreases the heat decreases and the dryer 
Master-Touch Control with your finger- automatically shuts itself off when clothes are “dry enough’’. There’s 
tip and, automatically, the dryer adjusts no stiffness or harshness, everything from towels to sheers to popular 
the heat, dries and shuts off when clothes wash ’n wears come out perfectly and safely dried. Never has drying 


are “dry enough”’. been so sure, so care-free, as in the new RCA WHIRLPOOL. 
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oes 


cools wrinkles out of 
wash ’n wears 


At a touch of the special WASH 
’N WEAR button these miracle fab 
rics get the proper cooling-fluffing 
treatment for wrinkle-free appear- 
ance. You save many other hours 
of tedious ironing time, too, be 
cause all fabrics dry more smooth- 


ly in an RCA WHIRLPOOL dryer 
even many regulars need little 


or no ironing at all! 


airs and fluffs your 
things automatically 


Now, you can air-fluff blankets, 
pillows or clothes with room- 
temperature air any time of the 
year. Simply press the AIR push 
button and automatically your 
garments will be gently fluffed 
with air to make them as fresh 
as all outdoors . . . but without 
the dust, dirt and grime of out- 
door drying. 


even finishes clothes 
damp-dry for ironing 


You can dry clothes ready to iron, 
or re-dampen them if ironing has 
been delayed. The DAMP-DRY but- 
ton automatically adjusts drying 
to finish your clothes to the perfect 
dampness. And, for re-dampening 

. simply pour up to a quart of 
water into the DAMPENER dispens- 
er and clothes will be moistened 
when you start the dryer 











antares 








dries a load fast 
to save you time 


The new RCA WHIRLPOOL dryer 
has a much faster drying action 
than the average regular-speed 
clothes dryer. Your washday will 
be over quicker and with much 
less work. However, with all of its 
speed, this new dryer is perfectly 
safe for even the most delicate 
fabrics... and, it is so economical 


to operate. 





pampers your clothes with 
gentle, all-over heat 


There are no fabric-damaging “hot 
spots” with the exclusive Equa- 
Flow Tempered Heat drying. The 
warm drying air is tempered be- 
fore contacting clothes. Garments 
are never exposed to direct radia- 
tion of the heating element. And, 
the efficient, air-flow pattern car- 
ries the drying breezes to every 
corner of the drum. 























dryer “most wanted by most women” 





gives everything a 
"sunshine-fresh”’ fragrance 


There’s always a delightful fresh 
ness to your clothes when dried 
in the RCA WHIRLPOOL, because 
the built-in ultra-violet lamp 
saturates them with ‘sunshine 
goodness”’ throughout the entire 
drying cycle. It helps sanitize, 
too. And, the danger of fading or 
bleaching, so common with out- 


door drying, is eliminated 
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There's an 


@ HD-91 (Elec.), HD-96 (Gas) 


Modulated-Heat system 
for gentlest drying of all 
fabrics; Master-Touch 
Control adjusts every- 
thing automatically. 
Shuts itself off at “‘dry 
enough’’. Gas model has 
Super-Speed and auto- 
matic ignition. (Deco- 
rator colors available. ) 


HD-90 (Elec.), HD-95 (Gas) > 


‘‘Self-setting’’ dryer fea- 
turing 8 cycles and push- 
button controls. Shuts 
itself off at ‘‘dry enough” 

. gives clothes “‘sun- 
shine’’ fragance. Gas 
model has Super-Speed 
and automatic igni- 
tion. (Decorator colors 
available. ) 

















@HD-70 (Elec.), HD-75 (Gas) 


Has 3 separate cycles... 
REGULAR, DELICATE and 
WASH ’N WEAR .. . safe, 
automatic heat for every 
fabric plus AIR setting 
. gives clothes ‘‘sun- 
shine’ fragrance . . . 20- 
lb. wet clothes capacity. 
Gas model available with 
automatic ignition. 


HD-50 (Elec.), HD-55 (Gas) & 


Tempered-Heat drying 
with 2 separate cycles... 
REGULAR and WASH ’N 
WEAR . . . 3-temp heat 
selection .. . giant 20-lb. 
wet clothes capacity. 
Built-in lint screen in top. 
Lifecoat enamel finish. 
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...one of these expense-free 
_, Vacations can be yours! , 





Not a contest... nothing to write! 
Ask your RCA WH/RLPOOL distributor 
for the complete details on 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 
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MOTOROLA SH22 
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MOTOROLA SK53 DREXEL ''DUTCHESS COUNTY" 


MOTOROLA Portable And Console Stereo 


Motorola 1961 stereo line includes 
seven portables and 15 consoles. New 
features spotted throughout line this 
year include reverbaphonic sound in 
eight consoles; deluxe 11-inch changer, 
deluxe Golden Duplitron ceramic 
phono cartridge in several high-end 
consoles; continuation of authentic 
furniture styling; addition of Dutchess 
County Early American styling to the 
Drexel group of consoles. Motorola 
continues its three-source sound 
system through all models but two 
leader portables; includes three sep- 
arate amplifiers in all consoles but 
one and in two portables. AM-FM 
tuners are standard equipment on all 
Drexel models and are drop-in ac- 
cessories for all consoles. 

Portable line includes no monophonic 
units. It starts with SF13 4-speed 
manual play stereo unit with single 
wing speaker and follows with SF14, 
a carryover manual stereo with two 
5-in. wing speakers. SF15 is auto- 
matic stereo with 6-in. woofer and 
two 5-in. wings. SH19 has 5x7-in. 
woofer, two 5-in. wings and 4-watt 
(Music Power Output) dual-channel 
amplifier. SH20 has 8-watt MPO, 6-in. 


woofer, two 5'%-in. wings, separate 
bass and treble controls. SH21 has 
10-watt MPO, three-amplifier system, 
6-in. woofer, two 5%-in. and two 4-in. 
tweeters. Top portable, SH22, has 14- 
watt MPO, 3 amplifier system, 8-in. 
woofer and same tweeters as SH21 
model. 

Console leader is SK34, Contempo- 
rary, has 8-watt MPO with 10-in. and 
two 6-in. speakers. SK40, Modern, 
has same speakers and output with 
three-amplifier system. SK41 is same 
as SK40 but Early American. SK43 
Contemporary, has deluxe cartridge, 
14-watt MPO, three-amplifier system; 
12-, two 6- and two 4-in. speakers. 
SK44, Modern, has same speakers as 
SK43, 45-watt MPO, balance verifier 
switch. SK45 is Early American ver- 
sion of SK44. SK47, same as SK44, 
except 5l-watt MPO; 15-, two 8- and 
two 5-in. speakers. SK49, Modern, 
similar to SK47 but with reverba- 
phonic sound. SK51 is American Pro- 
vincial version of SK49. SK52, 53, 54, 
55, 56 and 57 are Drexel stylings with 
AM-FM tuners and same systems as 
SK51. Prices range from $34.95 to 
$995. Motorola, Inc., Chicago 51. 








TELECTRO 
Tape Recorders 


Seven table recorders, a_ transistor 
battery pack model and 2 auxiliary 
speaker systems are announced. 

No. MR121 is a monaural recorder 
with 7-in. reels, 2-way speaker sys- 
tem; single-knob control; dual-track, 
2-speeds plays up to 4 hrs.; plywood 
cabinet, brown leatherette, with gold 
and maroon grille; speaker system has 
5-in. woofer and 4-in. tweeter. 

No. SA121, 4-track and 2-track stereo, 
plays monaural record/play. Has 
single knob control; deluxe mecha- 
nism; head elevator pushbutton for 
precise head alignment for 4- and 2- 
track stereo; preamp output jack. 
No. MRI111 deluxe, for general home 
or school use, weighs 15 lbs; has 2 
speeds; record interlock prevents ac- 
cidental erasure; 6-in. balanced tone 
speaker. 

No. MR241, Custom-Series monaural 
hi-fi, has 3-speed record and play- 
back; pushbutton mechanism with 
automatic stop at reel end; 6-in. wide- 
range speaker; 8w amplifier; speaker 
on-off switch. Steel cabinet vinyl-clad, 
dark brown grained finish, perforated 
aluminum side panels; 2 inputs, micro- 
phone and _ radio-phono; external 
speaker output; 3 tape speeds. 

No. SR441 is Custom-Series pushbut- 
ton console recorder for monaural 
record/play and 4- or 2-track stereo 











sa eal 


play. Dual amplifiers have 16w total 
output with 2 6-in. dual-range speak- 
ers for stereo sound. Steel case, brown 
grain finish. Two stereo phono inputs 
use a stereo crystal or ceramic car- 
tridge. Accessories available include 
No. SP001 speaker pair. 

SS-461 features extended area stereo 
with phantom 3rd speaker channel 
for realistic stereo sound; “Simul- 
Track” switch for recording on chan- 
nel 2 while listening to channel 1. 
Monaural recording also available for 
extended tape to 16 hrs. on 7-in. reel. 
Includes 2 matched speaker wings 
with 5-in. wide-range speaker plus a 
4x6-in. speaker built into recorder 
front. Radio-phono inputs can be used 
for direct play-through of crystal or 
ceramic stereo phono pickups and for 
hi-level stereo phono mixing inputs. 
MR5l11, transistor battery-portable re- 
corder, weighs 7 lbs.; self-contained; 
2-speed, magnetic tape recorder/re- 
producer; 2 tape speeds; transistorized 
amplifier built on an etched circuit 
phenolic board; built-in speaker per- 
mits playback of tapes made on same 
tape speeds. Charcoal gray case 
chrome trimmed. Optional accessories 
are a 12v car cigarette-lighter adapt- 
er cable, black leather carrying case 
and re-chargeable battery. 

Prices, from $89.95 for MR111, to 
$349.95 for SS461 Stereo Master. Tel- 
ectrosonic Corp., 35-18 37th St., Long 
Island City 1, N. Y. 
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SUNBEAM 
Baby Bottle Warmer 


Sunbeam’s automatic electric bottle 
warmer has been re-designed to in- 
clude an exclusive measuring device 
for accurate timing for 2, 4, 6 and 8 
oz. of liquids, accurately controlling 
the fluid temperature without watch- 


ing or guessing, and _ scientifically 
warming milk to correct feeding tem- 
perature. 

The unit features a handy snap- 


action signal switch, and a new white 
Melamine cover, easy-to-clean. 

Another design feature of the new 
warmer is that steam covers the en- 
tire surface of the bottle, so that the 
bottle is not only warmed automati- 
cally, but is also sterilized at the 
same time. 100-120v, ac only; 500w. 
Price, $17.95. Sunbeam Corp., 5600 
Roosevelt Rd., Chicago 50. 








REVCO Ice Cube Maker 


Revco announces a new ice cube ma- 
chine for residential or light commer- 
cial use. 

The new cuber is capable of pro- 
ducing up to 35 lbs. of ice per day. 

It is available for built-in or free- 
standing installations, and is ideal for 
undercounter installation with di- 
mensions of about 16 in. wide, 24 in. 
deep, 34% in. high. 

Clear cubes are made by running 
water over a refrigerated plate and 
cutting the large block into cubes by 
means of a hot wire grid. This re- 
moves all air and impurities which 
may be found. 

Storage is “wet” or self-refrigera- 
tion with the cubes providing storage 
temperature. 

Price: $359.95. Revco, Inc., Deerfield, 
Mich. 
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LOCKE Gas Heaters 


Locke Stove Co.’s “Warm Morning” 
VR-35 and VR-65 series gas radiant 
circulators with 35,000 and _ 65,000- 
Btu) input now come in “Desert 
Sand” hammertone beige finish, or 
a darker “Sheraton Brown.” 


Three ‘‘Moore” models will be 
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available in 
enamel; 
beige, top 


light brown. 
1565 


1550 and 


W. llth St., 


“Toulon Tan” 


front and side panels, 
grille and panel 


These are Nos. 


series 


Lock . Stove Co., 
Kansas City 5. 


porcelain 
light 
edges, 
1530, 
with 30,000, 
50,000 and 65,000 Btus respectively. 
All are available in dark brown por- 


celain enamel. 114 











HANOVIA Heaters 


Two new plug-in wall-mounted mod- 
els of the “Infra-Safe” infrared radi- 
ant heaters are announced by the 
Hanovia Lamp Div. of Engelhard 
Hanovia, Inc. 

One is a 450w unit, No. 30911-121, 
for areas up to 30 sq. ft.; the other 





qt feds a 





is an 800w version, No. 30910-121, for 
areas up to 50 sq. ft. 

As easy to mount as hanging a 
picture, the new heaters eliminate 
the expense of permanent installation 
by a contractor. 

A special “tip-over’” switch pre- 
vents the “Infra-Safe” from operating 
in any position except the intended 
wall-mounted way, and automatically 
turns the current off if it should fall 
from the wall. 

These units utilize an element en- 


closed in a silica quartz tube for 
maximum efficiency, dependability 
and safety. Because instantaneous 


heat from an “Infra-Safe” is radiated, 
it is not affected by drafts, and does 
not require a fan or blower. 

For use in bathrooms, nurseries, 
and hard-to-heat areas. MHanovia 
Lamp Div., Engelhard Hanovia, Inc. 
75 Austin St., Newark, N. J. 

































































































































































YOU'RE LOOKING AT THE BIGGEST SELLERS IN THE BIGGEST YEAR IN 
DEHUMIDIFIER HISTORY! 


WESTINGHOUSE ELECTRIC DEHUMIDIFIERS 
Dehumidifier sales are soaring—with many dealers reporting 
more unit sales than on any other major appliance in their stores. 
And the big leader during the big boom is Westinghouse—first by 
far in sales, in acceptance, in profits! With dehumidifiers, there’s 
That’s why these 
compact units can bring you more profit per square foot of floor 


no installation . . . no trade-ins. . 


space than any other appliance. 


. no service. 





You can be SURE. 





With the full color action display shown here, you show your cus- 
tomers why they need a dehumidifier—and why Westinghouse is 
easily their best buy. Takes only a minute to set up, and only 2 
square feet of floor space. Points out exclusive Westinghouse fea- 
tures like large air drying coil, easy to empty drain bucket, Built- 
In Humidistat, five year guarantee. Call your Westinghouse Dis- 
tributor for details on how you can SELL the easiest to SELL! 
BOG 


Westinghouse () 
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MERCHANDISING 
SUPPLEMENT 
SECTION 


NEW PRODUCTS—NEW SALES oe 
PROCTOR-SILEX 


THIS SECTION CAN BE - 
Toaster-Broiler 


ECONOMICALLY USED FOR: 


MORE SALES— 
MORE PROFITS 


A new compact toaster-broiler is add- 
ed to the Silex Div. line. 

It broils steak or chops, heats frozen 
dinners, browns English muffins, plain 
or cinnamon toast, open faced sand- 
wiches, franks; 6 lbs.; 800w, 115v. 
Price, $13.95, No. 1506, chrome; $16.95, 
No. 1504, copper. Silex Div., The 
Proctor-Silex Corp., 700 W. Tabor Rd., 
Philadelphia 20. 


A special classification for manu- 
facturers desiring advertising in 
space smaller than the minimum 
run-of-book display space. The 





space available in this section is 


| to 6 inches. 


REACH ALL BUYING INFLUENCES 
RATES—————ON REQUEST 
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6 or more 


BLACK ANGUS Grille 
Black Angus announces an _ indoor- 
outdoor portable, ac-dc grille, No. 
A B-67, which is smokeless. It provides 
the charcoal taste without the mess. 
A tubular element has 1400w capac- 
ity. Fat drops into an aluminum drip 
pan, doing away with flareups. Fea- 
Another sensational Myers Import. tures a removable rack, heavy duty 
to dealers at distributor prices. Send check for $24.00 : . j rf 
for sample. And compare it to units listing for plastic legs, weighs 8 lbs.; triple 
$59 00 and more. Be sharp, order_ now from: 
MYERS IMPORTS chrome-plated steel. Marlum Mfg. Co., 
Inc., 58 N. 15th St., Brooklyn 22. 






Myers 
Import 


Available direct 





623 Gay St. - Knoxville 2, Tenn. 
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thing on reels 
ROLL-A-REEL 





No pulling heavy reels 
os » 90 QUE. ss 
JUST LOAD and away 
you gol 





@ Easily portable 

@ No jacks 

@ Handle any reel 
diameter 

@ Heavy steel < 
frame 

@ Slanted 
front 

@ Ball-bearing 
adjustable rollers 

@ Positive roller lock for 
unloading 


STYLE B— 4,000 Ibs. cap. for 
1 reel up to 48’ wide; or for 
2 reels up to 24 wide each. 
Weight 110#. 

PRICE $84.50 

f.0.b. Cincinnati 


All are drilled for optional 
auxiliary ball-bearing side 
rollers, $5.00 per set extra. 






eoeeoeevoeveaeesvee 0&0 &@ © 64 
STYLE A — 2,000 Ibs. cap. for 
reels up to 28” wide. Weight 


PRICE $46.50 
f.o.b. Cincinnati 


@ Special sizes on request. 
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4628 Reading Road 
Cincinnati 29, Ohio 
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MAYTAG 


The Maytag Company, Newton, lowa 
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MAJOR APPLIANCES oe vcat 


? Frigidaire Div. of 
ow concept in room General Motors Corp. CASWELL SPEARE PUBLISHER 


a nr Aumidifiers Gibson Refrigerator Div. of 
Blanks Hupp. Corp. HARRY C. HAHN ASSISTANT TO THE 


Hankscraft Co. PUBLISHER 
COOL-VAPOR (NO HEAT) 


Maytag Co. 43, 45, 47, 49, 
H U M ! D | F | E R 7 VA p 0 R | Z F R atc ig so DALE R. BAUER ADVERTISING SALES 


MANAGER 


St Regina Corp. 
croc) 5a en Sunbeam Corp. WAYNE SMITH PROMOTION AND 


Waste King Corp. CIRCULATION MANAGER 


Westinghouse Electric Corp., 
Dehumidifier Dept. PETER HUGHES PRODUCTION MANAGER 


Whirlpool Corp. 
MARIE RESTAINO PRODUCTION 


ASSISTANT 
HOUSEWARES 


Burgess Vibrocrafters, Inc. DISTIGT BANACERS 
finest on the market! RO Si etic ee RUDY BAUSER 
> ! 

» BENEFICIAL—Creates healthful atmosphere Toastmaster Products, Assistant, BRUCE TEPASKE 

-., by automatically raising relative humidity McGraw-Edison Co. 500 Fifth Avenue, N.Y. 36, N.Y. OX. 5-5959 
to comfort level — eliminates “dry air” 
damage to furniture and woodwork ter « H + einige vote x 4 
PRACTICAL—Fill at faucet— 2-gal. capacity HOME ELECTRONICS odes-Haverty Building, = 7 
—vaporizes 12 to 16 oz. per hr., place where oe 
needed—runs hours without attention Hoffman Electronics Corp.., CHICAGO ROBERT J. SCANNELL 

and profitable—large margin, low price and Consumer Products Div. 46 re? EDWARD J. BRENNAN 
huge potential (over 30,000,000 prospec- M | 520 N. Michigan Avenue, Chicago ||, Ill. 
tive users!) make this the most exciting eyers Imports 45 : MO. 4-5800 
new appliance on the market. Nationally Philco Corp. 12, 13, 15, 17, 19, 21, 23 DALLAS JOHN GRANT 


advertised. 
: ; 901 V Idg., ° 3 $54 
Male Cone Ath cedlh en enh wilt Sylvania Electric Products Inc. 5 aughn Bldg., Dallas |, Tex. RI. 7-5117 


with special introductory deal—1 FREE with 11! HOUSTON GENE HOLLAND 
. . ask your wholesaler! W-724 Prudential Bldg., Houston 25, Tex. 
HANKSCRAFT COMPANY, Reedsburg, Wisconsin OTHER JA. 6-1281 


Stock the complete line of famous Hankscraft Vaporizers — $4.95 to $9.95 Roll-A-Reel 45 LOS ANGELES RUSSELL H. ANTLES 
1125 West Sixth, Los Angeles 17, Cal. 


HU. 2-5450 
This index is published as a service. Every care SAN FRANCISCO THOMAS H. CARMODY 
is taken to make it accurate, but ELECTRICAL ars, SCOTT HUBBARD 
MERCHANDISING WEEK assumes no responsi- AD Post ‘Strat. Sad Branence 4. Cal 


bility for errors or omissions. DO 2-4600 














NEW IDEAS 


MAKE THE DIFFERENCE IN 


RONSON 
PRODUCTS 


Another first 
from Ronson! 





New! Lady Ronson Superbe. 
Only lady’s shaver with 
two separate cutting ac- 
tions— one for legs...one 


for under-arms. Shaves 19-inch picture tube in the most feature-packed portable 


smoother, closer...with going. Get the inside story on the new 
no nicks or scrapes. 
Comes in glamorous, i RNS RR a mee Hoffman 


rich, black velvet gift 


ase with mirror. Sh: Suivons Hoffman °6GI 
craibleim pk orsive | cone eee SOMPAGTABLE 19 


Suggested retail: $16.50. 
Hoffman next May 
- MAIL THIS COUPON TODAY! There’s no TV, 
One year free service on 


all Ronson products. 77 vind IN CORPORATION 1 Meter dese se se ke te se te ke eo se ale ~~ —* a 


Peet bridge, N uite like Hoffman 
national service outlets. — oa cad wat al q f 


Product Mgr Fly SAS Jets in Ist Class Luxury Hoffman Electronics Corp. 
* complete information.on.alt Ranson: appliances 6200 S. Avalon Boulevard 


Kkekkkkkkkkkoesok Los Angeles 3, California 

















International Standard 
of Excellence 


Ronson Corp., Woodbridge, N. J 
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A Quick Check of BUSINESS TRENDS 








LATEST | Preceding YEAR THE YEAR 
MONTH MONTH AGO SO FAR 
FACTORY SALES 115 112 110 4.5% up* 
appliance-radio-TY index (1957 — 100) (April 1960 vs, 
April 1959) 
RETAIL SALES 18.3 18.6 18.3 no change 
total ($ billions) (July 1960 vs. 
July 1959) 
APPLIANCE-RADIO-TV 328 334 333 1.5% down 
STORE SALES (June 1960 vs. 
($ millions) June 1959) 
CONSUMER DEBT + + 217 276 283 2.1% down 
owed to appliance-radio-TY dealers (June 1960 vs. 
($ millions) June 1959) 
FAILURES 21 28 31 32.2% down 
of appliance-radio-TV dealers “—_ 1a 
uly 
HOUSING STARTS 129.5 130.2 153.3 15.5% down 
(thousands) (June 1960 vs 
June 1959) 
AUTO OUTPUT 84.1** 103.5** jue 15.8% up 
(thousands) 
PERSONAL CONSUMPTION 18.7+ 18.9+- 19.0+] 1.5% down 
EXPENDITURES (2nd qtr. 1960 
for furniture-household equipment vs. 2nd qtr. 1959) 
($ biliions) 
DISPOSABLE INCOME 354.34 347.0+ 338.34 4.7% up 
annual rate ($ billions) (2nd qtr. 1960 
vs. 2nd qtr. 1959) 
CONSUMER SAVINGS 25.8+- 23.7+ 24.8+ 4.0% up 
annual rate ($ billions) (2nd qtr. 1960 
vs. 2nd qtr. 1959 
EMPLOYMENT 68,689 68,579 67,594 1.6% up 
(thousands) (July 1960 vs. 
July 1959) 
*New index being used. Federal Reserve Bulletin, Jan. 1960 (seasonatly adjusted) 


**Figures are for week ending August 13, 1960 and preceding week (revised). 


+ Figures are for quarters 


+ + Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 


ments of 15 key products. New figures in bold-face type. 


EE eS, 
PHONOGRAPH SHIPMENTS .0 
PHONOGRAPH RETAIL SALES* 
RADIO PRODUCTION (excludes auto) 
RADIO RETAIL SALES = 
TELEVISION PRODUCTION 
TELEVISION RETAIL SALES a 


REFRIGERATORS... , 


RANGES, Electric—Stondord........ 
ire. 

RANGES, Gos—Stondord , 
re 

VACUUM CLEANERS __ 

WASHERS, Automatic & Semi-Auto 

Wringer & Spinner 

WASHER-DRYER COMBINATIONS. 

WATER HEATERS, Electric (Storage) 

WATER HEATERS, Gas (Storage) 





June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
May 
5 Mos. 
May 
5 Mos. 
Week Aug. 5 
31 Weeks 
May 
5 Mos. 
Week Aug. 5 
31 Weeks 
May 
5 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 














1960 1959 % 
(Units) (Units) Change 
41,600 46,600 —10.73 
277,600 240,400 +15.47 
42,047 47,862 —12.15 
312,328 339,810 — 8.09 
22,903 22,976 — 32 
170,269 167,611 + 1.59 
59,300 64,500 — 8.06 
363,600 350,400 + 3.7] 
106,500 127,600 —16.54 
574,300 653,000 —12.05 
181,267 123,166 +47.17 
1,535,318 | 1,297,745 +18.31 
179,112 152,993 +17.07 
1,650,926 | 1,363,315 +21.10 
173,270 145,759 +18.87 
5,930,348 | 4,927,459 +20.35 
548,322 400,882 +36.78 
3,175,469 | 2,480,686 +28.01 
111,682 120,631 — 7.42 
3,347,348 | 3,253,706 + 2.88 
334,283 279,536 +19.58 
2,285,866 | 1,919,162 +19.11 
308,500 361,000 —14.54 
1,777,700 | 1,866,300 | — 4.75 
67,700 77,000 —12.08 
435,300 495 600 —12.17 
58,500 74,400 —21.37 
348,600 353,300 — 1.33 
125,000 133,700 — 6.51 
753,700 809,000 — 6.84 
42,200 37,200 +13.44 
176,600 160,400 +10.10 
245,790 275,974 —10.94 
1,682,468 | 1,711,190 — 1.68 
206,687 258,981 —20.19 
1,228,852 | 1,370,239 —10.32 
70,268 82,913 — 15.25 
373,854 439,946 ~15.02 
9,812 10,423 — 5.86 
79,866 87,249 ~ 8.46 
58,300 80,600 ~—27.67 
351,200 437,100 —19.65 
256,200 250,000 + 2.48 
1,351,700 | 1,542,400 —12.36 
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*Corrected 


Sources: NEMA, AHLMA, VCMA, EIA, 
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\ WASTE KING 
\ UNIVERSAL 























New 


There’s a lot to say and sell about the 
new WASTE KING UNIVERSAL PORT- 
ABLE! You can tell your customers 
that it holds more dishes...gets them 
cleaner...than any other dishwasher 
—portable, undercounter or human. 
And prove it. Show them the new 
exclusive “Z-ARM” split-level washing 
action that sets this portable apart 
from the crowd. Point out that the 
“Z-ARM” sends hundreds of detergent- 
activated jets to soak, scour, scrub 
and double-rinse. everything in the 
polyvinyl tub. Pile pots and pans and 
dishes anywhere, on top or bottom 


racks. The self-cleaning filter sysiem 


removes food particles and keeps 








clean water circulating. (And when 
you tell ’em that it’s really portable, 
you mean it.) It rolls easily from 
storage to sink at the push of a fing- 
er; snaps swiftly on any style faucet. 
Naturally, customers expect to pay 
more for the best dishwasher ever 
made. They will. It’s worth more. 
And, it produces more profit for you. 
For important promotion news and 
other details about this new product, 
call or wire collect or write to the 


WASTE KING CORPORATION, 
LOS ANGELES 58, CALIFORNIA. 
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TAKING STOCK A quick look at the way in which 


the stocks of 52 key firms within the industry behaved 
during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 
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‘age 
44. ++ Averages of the 52 Stocks 
Listed Below 
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STOCKS AND DIVIDENDS 








IN DOLLARS HIGH 
NEW YORK EXCHANGE 
Admiral 23% 
American Motors | 29'/2 
Arvin Ind. | 27'/2 
Borg Warner 2 48!/, 
Carrier 1.60 41% 
CBS 1.40B 45\/, 
Chrysler | 71% 
Decca Records 1.20 34/4 
Emerson Electric | 50 
Emerson Radio .50F 22'/g 
Fedders | 20% 
General Dy. 2 58% 
General Elec. 2 997/, 
General Motors 2XD 557/, 
General Tel & El .76* | 34, 
Hoffman Elec. 60 | 301%, 
Hupp Corp. .37T | 13% 
Magnavox | |} §5 
Maytag 2A | 44!/, 
McGraw-Edison 1.40 + | 45% 
Minn. M&M .283H* | gg 
Montgomery Ward 2 | 55% 
Monarch .2EO | 19% 
Motor Wheel | | 23%, 
Motorola 2* | 98 
Murray Corp. | 28% 
Philco 4G | 38% 
RCA 1B | 78% 
Raytheon 2.37T | 53% 
Rheem .60 | 28% 
Ronson .60 | 12%, 
Roper GD | 21% 
Schick 1634, 
Siegler Corp. .2OR 43 
Smith A. O. 1.60A 533% 
Sunbeam 1|.40A 65 
Welbilt .10G 7% 
Westinghouse 1.20 | 65 
Whirlpool 1.40 347, 
Zenith 1.60 127%, 
AMERICAN EXCHANGE 
Casco Pd. .35E 10 
Century Elec. !/2 9%, 
DuMont Lab. 12, 
Herold Rad. 7%, 
lronrite .25T | 10 
Munt TV | 6! 
National Presto | 12% 
Nat. Un. Elec. (Eureka) 3% 
Proctor-Silex 9% 


MIDWEST EXCHANGE 

Knapp-Monarch ; o— 
Trav-ler Radio _ 
Webcor | — 


il 














16 2 1 2 5 «2 «19 2 3 
1960 CLOSE | CLOSE NET 
LOW | AUG. 8 | AUG. 15 | CHANGE 
| 
14% | 15% | I5¥% | — % 
20!/4 20% | 21% | + ' 
183%, 207, | 21% | + 1% 
34\/4 36!/, 36% | + 
27/g 31, 297/g — 1% 
3648 41% 40\/, — I 
40 41% 43, + 2% 
17% 32%, 32% —_ 
33 443, 445%, + % 
11s 16!/5 15!/, ee 
167g 18 18 — 
38 463% 45\/s — 1% 
79 803% 835 + 3%, 
43 43%, 43%, — 
27 285 28%, + i 
18!/p 23% 2534 + 1% 
7% 8\/g "Ve 4 
31%, | 44! 44\/, — 
31 | 344 36 + I, 
33, | 34% 36l/, + 1% 
65 73% 75 + 1% 
36 374%, | = 36 — kh 
12% 12% 125% — % 
14 14! 1454 + 
75g 80l/, 77%, — 2, 
243%, 27 27/4 + 
23% 25'/4 24/g — Ie 
59!/2 bI'f2, 62% + 
35!/2 391/, 39'/g — 
IS% 174%, 191/, + If, 
93, 10% 10% — 
14!/, 17% 17% | — 
9%, 10 10 _ 
29/4 34%, 34 — \% 
33% 335%, 38%, +5 
45!/2 52% 54\/, + 1% 
5 5%, | 5i/, — I 
45!/, 53% | 54% + % 
22 22% 24 + iVp 
89!/5 117%, | 114, — 34 
6%, 9%, | 97/, — 
M4 | V/s — 
6!/, 12%, | 12/4 _ 
2/4 2% | 2% | — 
6\/g bY, | bln | + , 
4 ™ i -§ | ¢*% 
105% 12Ye | 13 ; a a 
25% — | 2%, | —_ 
65% BI/, | 8'/, Sir 4 
= 5%, | 55% | — Vg 
ae 85, | , | — 1% 
- 12% | 12% | — 











A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock divi- 
dend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend or ex-dis- 
tribution date. G—Declared or paid so for this year. T—Payable in stock during 1960, estimated cash 
value on ex-dividend or ex-distribution date. *Minn M&M, Motorola, Gen Tel & El announced stock splits 


during first six months 1960. 





ANALYSIS: Confidence is com- 
ing back to Wall Street. For the 
third week running the EM Week 
stock chart has reflected the over- 
all return to normalcy in the mar- 
ket. Although the average rose only 
a % pt. over the week, the brisk 
activity among the stocks has given 
the market a much healthier out- 
look than at this time a month or 


so ago. Generally, it is felt that the 
market has seen its low for the 
year and from here in trading will 
be on the upswing. Only four new 
lows were recorded last week. Big 
gainers among the 52 key stocks 
were A. O. Smith at a plus 5, Gen- 
eral Elec. up 3%, and Chrysler up 
2%. Zenith, after gaining 7 pts. in 
two weeks, ended with a loss of 3%. 
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STILL THE ONLY IMPORTANT 


SALES DIFFERENGE 


IN DRYERS! 











OTHER DRYERS po tus: 


Heat concentrated in one “hot spot” makes clothes feel 
harsh, bakes in wrinkles, makes ironing difficult. Over- 
drying is common because clothes come in contact with 
heat as high as 200°. 


SALES PROVED! The big difference in dryers is still Maytag’s 
exclusive drying principle. Famous “no hot spot” drying sets Maytag 
Halo of Heat Dryers apart from the herd. 

Maytag’s exclusive “no hot spots” principle makes good sense to 
your customer. So will these other important Maytag features: Air 
inside is changed every other second, filtered free of dust and dirt. 
There’s a safety door plus an automatic sprinkler. And the cabinet is 
made of zinc-coated steel to protect against rust. 


Modern fabrics? Removing wrinkles from Wash ’n Wear is a Maytag 














(} MAYTAG HALO OF HEAT DRYERS 
HAVE NO HOT SPOTS 


MAYTAG DRYER DOES THIS! No hot spots! A gentle cir- 


cle of heat surrounds clothes . . . fast-dries full load in 
26 to 35 minutes at a safe, low 135°. Clothes dry fluffy 
with fewer wrinkles. 





Dryer specialty. And most important, when you sell a Maytag Dryer, 
you’re selling dependability. 

Maytag — the only complete line of dryers from one source — 
a fact that lets you sell her exactly what she wants without carrying 
a flock of brands: 

ELECTRIC or GAS + NO-VENT or VENT © COLORS or WHITE 
Most important, there’s a model for every budget. 

Write, wire or phone your Maytag Regional Manager or Distributor. 
The Maytag Company, Newton, Iowa 


MAY TAG Halo of teat DRYERS 








